











A NEW] FLASHLIGHT AND A NEW 
BATTERY | THAT HAVE SALES APPEAL 


The Winchester Twin-Service Headlight combines four lights of genetfe 
convenience. Fitting easily over the head it can be used for-a“fong range 
focusing headlight or for a diffusing light that puts-e-broad field of illumi- 
nation just where it is wanted—light that moves with every turn of the head 
and yet leaves both hands free. _Or-if’can be carried by its convenient bail 


handle as an electric ha fitern—again either focusing or diffusing. In all 
four forms lens tilted up or down as desired. 


The Winchester Twin-Service Headlight is now made in 3-cell size (as illus- 
trated) as well as in the powerful 5-cell. It uses standard size flashlight 
cells — obtainable anywhere. You will find-it a real seller and good-will 
builder. It is ‘convenience multiplied.” 


The new Winchester Super-Seal battery gives greatly 
added illuminating output and longer life. This is be- 
cause its slim fibre cap, replacing the thicker wax seal, 
allows more space for the energy-giving cell core. Thedis- 
tinctive non-metallic, non-conducting Winchester fibre cap, 














moreover, greatly minimizes —— of a short circuit. 


HEADLIGHT LANTERN FOCUSING DIFFUSING 


WIN CHESTER 





THINK 


ABOUT 


WHATS BACK OF THE PACKAGE 


Analyze the Upson package—a fibre box, a 
printed label, and so many bolts or nuts or rivets. 

But don’t let your analysis stop there. Think 
about what made it possible. 

Think about the five million dollar plant with 
every facility right up to the minute. Think of 
the wealth of manufacturing experience gained 
during 60 years of operation. Think of the 
personnel trained to know the jobbers needs 
and to co-operate with him. Think of the ad- 
vantages of having a full range of styles and 


Bolts and nuts in all standard and special 
shapes, sizes, alloys and finishes. Standard and 
special rivets of all kinds. Wire rope clips. Turn- 
buckles. Belt fasteners. Automotive and railroad 
Special items. Headed and threaded products 
Sor every use. Your specialties are our specialty. 


sizes at your instant command and a full stock 
ready for immediate shipment to you or to your 
customers. And finally, think what savings you 
can effect by consolidating your orders, your 
shipments and your invoices by purchasing your 
needs from one source—and a dependable one. 

A quality product—an honest effort to work 
with the Supply House—a price that is compet- 
itive with other quality headed and threaded 
products—a service that you'll appreciate— 
that’s Upson. 
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Happy Days are here again: 


Price changes on all Ingersoll Watches are a double 
hoom for you. First—the new low prices give you a 
big feature to offer your trade. They'll buy! Second 
—the new larger profit margins take recognition of 
the profit-problems with which most retailers are 
faced. Here is one line of best sellers on which a man 
can really make some money! 


And what reductions these are! No wonder the public 
is buying Ingersoll Watches. Here’s the Yankee— 
world-famous for quality and value—back to a dollar 
again. Even at its $1.50 price this Yankee established 
a new record in its class—for thinness—for handsome- 
ness—for guaranteed time-keeping. And in the $1.50 
field, the chromium-finish Eclipse stands supreme in 


Yankee .. . “‘The watch that made the dollar famous” 
back to a dollar again . . . better, smaller, handsomer 
than ever. The biggest watch news since the innova- 
tion of the original dollar watch back in 1893. 





CLIMAX $250 
Wrist Watch 


The Dollar Watch 
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ersoll Pricé 
Great Thins », 
for Retaile 


Climax . . . Was $4. Now $2.50—and the greatest little 
wrist watch of them all. Cushion-shape, chromium- 
finish case. Small. Smart. 
Climax faster than any wrist watch you ever handled. 
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style . . . outstanding in “watch-for-money”. And 
you'll see the Climax at $2.50 make records in wrist 
watch sales. Never—even in Ingersoll history—has 
there been such a thoroughly fine wrist watch at the 
price. 


So get behind this Ingersoll price move—and get 
ahead in watch sales and profit. Order the attractive, 
sales-producing window displays from your jobber, or 
write us direct. And be sure you have an ample 
Ingérsoll stock on hand. 


THE INGERSOLL-WATERBURY CoO. 
Ingersoll Watches, Waterbury Clocks and Electric Clocks 
New York 


Waterbury, Conn. Chicago San Francisco 





Eclipse . . . The real buy of the $1.50 field. The 
thinnest and best looking watch at its price. A 
chromium-finish case and raised gilt numerals. A 
bigger margin of profit for you, too. 


Serviceable. You'll sell 





ECLIPSE $15° 











"Whets shead ofmne ia Sines? 


A GROWING business, for one thing. You hitch your 

wagon to a star that is always riding high, because 
folks have got to cook and keep warm. You develop a 
strong, profitable specialty department that will grow in earn- 
ings and importance from year to year because it is dealing 
in some of the big necessities of life. No fads or fancies here: 
you can look ahead one, five, twenty years and see a growing 
market for stoves. That’s good business. 


You’ll see changes, yes. Changes from w Ray of burners? It is estimated that over 300,000 
coal to kerosene — to range oil — to gas or e ve Sige? hese oil- burning devices were sold in this one 
tricity. But man—you’re selling stoves! Don’t worry 


ye than 5 months. Range burners will 
about changes. That’s progress. Just be ready for swee wa transforming old kitchen stoves 
them with a complete line—one that is well known, and parlor 


modern oil burners. 
dependable, priced right, and easy to sell. Yes, sir, there’s fe of you in stoves. 
we ori. pace 


at 7 










There’s plenty of money in the stove business. Do But—be sure you a ae 
you know that conservative New England in 1931 with progress—that is int 4 
spent more than ten million dollars for kitchen to sell. ... 





— a ee 





Florence 3-burner Wickless 
Kerosene Stove with Mantel. 
Made also in 4- and 2- 
burner sizes. Colors: green 


and black. 











FLORENCE Oil Range 


Modern in style, color and value, the Florence 
Wickless Oil Range with Built-in Oven is 
at home in any kitchen. It is compact, being 


FLORENCE Range Burner 


Transforms any kitchen stove into a modern 
oil burning range. Consists of two powerful 
wickless burners that burn oil by converting 





only 5114” lon et provides 5 powerful sees | ae ; 3 

roa rd see oe ose cence 3 be- re ene fie it into gas, a mixture of oil vapor and heated 
. . ° rm icktype ° ° ° . 

neath the wide, level, open cooking top (gas Rerssone Stove, Mantel, 2- air which delivers a clean intense heat. A 

range type) and 2 under the built-in oven. burner Reliance Oven. Made quality product throughout, designed for 

Finished in ivory, Ming green and black na yaa oe aes trouble-free service; efficient, economical, and 

porcelain enamel and hard baked-on enamel. chimneys. covered by a guarantee that means something. 
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-and back of me in /LORINGE? 


| The name FLORENCE—the oldest name in oil 
stoves and a coming name in gas ranges — 
nationally advertised—accepted everywhere. 


fs Complete line for 


Kerosene: Wickless and Wicktype Stoves 
and Heaters. 
Range Oil: Burners for Kitchen Stoves and 


Living Room Heaters. 


These five points are a full hand; every one is 
important if you are going to make your full profit 
in stoves. In Florence you have a name every 
one knows and accepts. In Florence you are ready 
to meet demand: the finest wickless type stoves and 
built-in oven ranges; wick type stoves; oil range 
burners and heaters; gas ranges, electric ranges. 
Whatever the need, whatever the fuel, you have it 
in the Florence Line — always the best value, 





Gas: Console and Table Top Ranges; 
porcelain finish, modern colors. 


Electricity: Cabinet and Console Ranges. 


3 Up-to-the-minute improvements that help you 
sell, with quality that makes exceptional value. 


4 Sales Helps that really help you sell . . . plus 


national advertising. 


5 Permanence and stability — a company more 
than 60 years in the stove business. 


always up-to-date, always thoroughly reliable, with 
guarantees that mean something. 


You can safely build your Five-Year Plan with 
Florence for you have a strong, substantial com- 
pany behind you. Make every dollar count in 
your favor by concentrating on the dependable 
Florence Line. Start today by sending for the 
Florence catalog—a book which is sent dealers 
only on request. Mail the coupon right away for a 





Fa c Ee f. of that 


interesting, helpful 
folder “The Big 3 
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Florence Oil Burner for 
Living Room Heaters. Easily 
installed. Efficient, econom- 
Provides one 











ical, clean. 


large (8”) burner. 


famous for 60 years. 





Florence Circulating 
Heater. Uses Range Oil in 
8-inch wickless burner. An 
efficient heating plant for 


small suites, stores, offices. color combinations. 
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and Profits for Me”’. 
It contains an idea 
—and a profit-mak- 
ing message for 


THE BIG 








Value is apparent in every detail of Florence 
Gas Ranges. They have the sterling quality, 
the solid, durable construction and excellent 
design that have made the name Florence 
Modern in style, in 
finish and in their sales-building features. 
Priced to give unusual value to your trade— ; : 
excellent profit to you. A full line of Console a see aan 
and Table Top models, in several styles and Raa ey / 


wide-awake dealers 
everywhere. 
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FLORENCE 








YOUR CUSTOMER KNOWS 
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PRICED AS 


¢ 
More THAN I EVER THOUGHT 
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Burroughs Cash Machine 
designed especially for 
hardware stores .... 


Provides maximum protection of 
all cash. 

Records all cash and charge sales; 
piid-outs; money received on 
account, and similar information, 
on a permanent, detailed, locked-in 
tape accessible only to the owner. 
Designates each transaction by clerk 
or by department. 

Accumulates locked-in sales totals. 
Handles all miscellaneous figure 
work around the store, as it can 
also be used at any time as a fast, 
practical adding machine. 


* 135 
Wh 


BURROUGHS 
CASH MACHINES 
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any CASH REGISTERING MACHINE 
COULD DO AT SO low A PRICE” 








LOW AS 





Hardware dealers everywhere are enthusiastic in 
their endorsement of Burroughs Cash Machine— 
the new and modern store unit that provides so 
much protection and information at so low a price. 


For, in addition to what a Burroughs Cash Machine 
does . . . and what it saves itt purchase price and 
cost of upkeep... it is sturdy in construction, built 
for years of continuous service .. . it is compact, 
saving valuable store or counter space for the 
display of more merchandise . . . it is low in height, 
enabling clerks to serve customers more effectively 
... and it is distinctly modern in appearance, in a 
color to harmonize with surroundings. 


For a demonstration of this truly remarkable 
machine on your own work, telephone the local 
Burroughs office . . . or mail the coupon. 














Burroughs Adding Machine Company, 6574 Second Boulevard, Detroit, Michigan. 
Please send me special illustrated literature describing Burroughs Cash Machine. 


Name 





Address 











Self-measured 
Insures Full Profit 


When you sell Sun-Red Edge Self-measured 
Screen Cloth, there is no guess work—no waste 
in cutting—you are always sure of exact meas- 
urement and full profit. 


The Red Edge on each selvage is permanently 
measure-marked every six inches, for you and 
your customer—it is our Honor Mark of iden- 
tification—and the red lacquer also prevents 
rust under nailing strips where moisture col- 
lects. 


Sun-Red Edge AluminA will give 100% -satis- 
faction. It lasts longer than other electroplated 


cloth. 
Write your Jobber for 
details and sales helps. 


REYNOLDS WIRE CO. 
DIXON. ILL. 


Emblem of 
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Following the nation-wide acceptance of Model 60 as “the 
greatest value ever offered in a single-shot .22 rifle,” Win- 
chester presents a new high value in .22 repeating rifles 
—Model 62. 

Made with the care and thoroughness of Winchester in 
every detail, the round, gracefully tapered, 23” barrel is 
of a length adroitly calculated to secure a perfect balance 
: of the arm while retaining fullest accuracy and high 
velocity in every shot. It is fitted with a Lyman gold 
bead front sight and the new design Winchester sporting 
: open rear sight. 

: The full-sized, genuine black walnut stock has a shotgun 
Pe 








butt, with checkered steel butt plate, straight grip and 
admirably shaped full comb. The forearm also is of new 
design, well shaped to fit the hand, while the famous 


J For supreme satisfaction in their .22 shooting, your customers 
; ¢ee,@ will want Winchester Super-W-Speeds—the long-range, high- 
4 1 power cartridges that cost no more than ordinary .22’s. 


The master of repeating rifles again 
presents the nation with a new 
Winchester Repeater—a modern, all- 
around, slide-action .22 at an all- 
around economy price. 


Winchester sliding forearm action is a development of 
the standard action that has served with unfailing satis- 
faction in more than a million and a half Winchesters. 


The all-around Model 62 Repeater handles .22 Short, 
.22 Long and .22 Long Rifle cartridges interchangeably. 
The ample capacity of the magazine enables it to hold 
either 20 Shorts, 16 Longs or 14 Long Rifles. Model 62 is 
also furnished for .22 Short only—ideal for shooting 
gallery use. , 


Handsome in line, perfect in balance and sturdy, Model 
62 to retail at $16.25, represents outstanding value and 
the finest .22 repeater ever offered at a comparable price. 
Have your jobber show it to you. Show it to your cus- 
tomers. It will speak for itself. 


a. 
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WINCHESTER REPEATING ARMS COMPANY, New Haven, Conn., U. S. A. 


Guns and Ammunition e Flashlights and Batteries e¢ 
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Fishing Tackle e 


Ice and Roller Skates e@ Cutlery e Tools 


WINCHESTER 


TRADE MARK 


CIE GREAT GUNS” 


RETAIL 


B25 





PRICE 









EXACTING WORKMANSHIP 


FINER materials, more exacting workman- 
ship, greater skill in fabrication make a 
superior product. That's why our Tubular 
and Split Rivets are better than average. You 
can sell them in the knowledge that their 
driving and setting qualities are correct, that 
they will do efficiently the job they are sup- 
posed to do, and bring your customers back 
for more. 


TUBULAR RIVET 
& STUD COMPANY 


Boston 





The largest fac- 
tory in the world 
devoted to the 
manufacture of 
Tubular and Split 
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“Super-X .22°5? .. Sure 


Theyre the Best Selling 


* 





Shooters get a big surprise the first time they experi- 
ence the much greater POWER and speed of Western 
Super-X long range .22 cartridges. 

Small bore shooters everywhere are wondering how it 
is possible to pack so much punch into such a small car- 
tridge. Western accomplished it by developing a spe- 
cial new smokeless powder—Double Action powder 
—that gives Super-X 50% more power and 26% higher 
speed! Even more in some sizes. We loaded the car- 
tridge in a gleaming nickel plated case with a golden, 
greaseless Lubaloy coated bullet. Put in non-corro- 


sive priming, too. It keeps the rifle bore clean without 
cleaning! 


NEW LOW PRICES 
Due to the large volume of sales built up on Super-X 
.22’s and the resulting manufacturing economies the 


3U% MORE 


Cartridges We’ve Ever Handled” 


price on these powerful cartridges has now been 
reduced. Ask your jobber about it. 

Once you've sold a shooter Super-X .22’s he'll come 
back to you for more because no other cartridge can 
take the place of Super-X. If you haven't Super-X .22’s 
in stock send a trial order immediately to the nearest 
Western jobber. An advertising campaign that is 
loaded with as much extra power as the cartridges 
themselves, is behind you. Write for complete details. 


WESTERN CARTRIDGE COMPANY Here's the new Super-X counter or 


455 Hunter Ave., East Acton, IL. window card for Wenn dealers. 
‘ ces: Cc : ancisco, Cal. Beautifully lithographed in full color. 
Branch Offices: Jersey City, N. J., San Francisco, Ca east hed, aac ieee, anaeeies 


wide. Sent FREE on request. 
, a ; -22 Short 
dl .22 Long 
.22 Long Rifle 
22 W. R. F. 


Solid or Hollow-point 


ullets 
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Pr mipition tat helps win:so many 


CHAMPIONSHIPS 








pendable, clean, non-corrosive ammunition. Always 
the same in one box or a million. 


More major trapshooting tournaments were won 
with Western shotgun shells during 1931 than with 
any other brand of ammunition:—154 major cham- 






In Xpert, Western gives you a quality shell at a 
business-getting price. For big game, nothing has 
ever equalled the deadly Western Open-point Ex- 
panding and Boat-tail bullets. For personal protec- 
tion, the .38 Special Super-Police with the stopping 
power of the 38-40, .44 and .45. 






pionships! When so many of the country’s finest ; 






shots not only use Western but win with it, you y 





can be sure that the same ammunition will win new, { 






customers for you. Wi: 







The same championship qualities that win titles on 
the shooting grounds are packed into every box of 






Western Marksman will please your customers who 













Western shells you handle. Whether you sell your demand rim-fire ammunition of matchless accuracy, 
customers the famous Super-X long range load for duck shoot- while those who want tremendous killing power will enthuse 
ing, or the hard-hitting Field or Xpert shells for rabbit, field over Super-X .22's... There’sa Western jobber nearby who will 
and upland game, they will say that these are the best shooting be glad to serve you. It will pay you to get in touch with him. 
shells they have ever used and come back to you for more. De- Write us for his name and address if you do not know who he is. 

WESTERN CARTRIDGE COMPANY 








455 Hunter Ave., East Atton, Itt. 


Branch Offices: 
Jersey City, N. J., San Francisco, Cal. 










ASK THE MEN WHO 
HANDLE WESTERN 


Talk with dealers and jobbers 
who are selling the Western line. 
They will quickly convince you RE 
of the soundness of Western's 
policies and the preference of 


shooters for Western shotgun FOR THE NEWEST IN 


shells and cartridges. A M | U m) i T t e) be 























Easy to Identify 


Children comprise a big, profitable market for roller 
skates. Most boys and girls know about UNION 
HARDWARE Roller Skates—want this popular make. 


To some children, however, roller skates are just roller 
skates. Educate them to ask for UNION HARDWARE 
Ball Bearing Extension Roller Skates by NAME. 


Point to our NAME on the ROLLS. Advise children 
to do likewise when they tell their playmates what good 
skates they are. One tells another—a chain of young- 
sters becomes sales makers for UNION HARDWARE. 
More sales for you. We'll do our part by continuing 


to make UNION HARDWARE Roller Skates WORTH 
asking for. 


All Jobbers Sell Union Hardware 
Roller Skates. Send for Catalog. 









Reg. U. 8. Pat. Off. 
TORRINGTON, CONN. 
Established 1854 
New York Office: 151 Chambers St. 


















No. 5 
For Boys and Girls 


No. 4 
For Children 
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DOUBLE 47 GUN 







—with a 
Stevens Single Trigger 


you can fire your second shot without shifting 
the position of your hand. This means faster 
and more accurate shooting. 

As compared with double trigger guns it 

eliminates the possibility of bruised knuckles 
from the trigger guard when using the for- 
ward trigger and heavy loads. 
Winter shooting with a gloved finger is made convenient. 
Expert trapshooters have for years specified single trig- 
gers. They are now available to field shooters in a fine gun 
selling at a moderate price. 


SPECIFICATIONS MODEL 331 


Model 331 Double Barrel Hammerless Shotgun, with non-selective 
Single Trigger. Equipped with Jostam Anti-Flinch Recoil Pad. 
Lyman sights. Coil springs. Water table. Box frame. High pressure 
compressed steel barrels. Matted rib. Proof tested. Positive safety. 
Selected black walnut stock, finely checkered; full pistol-grip, capped. 
In 12, 16, 20 gauge, and .410 bore. Barrel lengths 26 to 32 inches. 
To retail for ; ; ‘ ‘ ; - ; k 827.50 





All Stevens hammerless double guns can 


be equipped with Stevens Single Trigger. 


ORDER FROM YOUR JOBBER’S SALESMAN 


J. STEVENS ARMS CO., Chicopee Falls, Mass. 
Owned and Operated By 


Savage Arms Corporation, Utiea, N. Y. 
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New Packing in Cardboard Boxes 








STANLEY NO. 902 





STANLEY NO. 912 





STANLEY NO. 908 


Red Tips 


Identify STANLEY Quality 


O more guesswork in the selec- 
tion of Stanley Strap and T-Hinges 
and Hasps—just look for the Red Tips. 


The hinges and hasps with the Red 
Tips are made of uniform, heavy 
gauge steel—no skimping on weight 
of material or overall sizes. Close 
fitting joints. Pins are spun evenly 
and smoothly. Screw holes are 
punched for the correct size of screws 
and the countersinking is uniform. 


New Packing— As an outstanding 
advancement in the packing of Strap 
and T-Hinges and Hasps, Stanley 


announces the new Unit-Packing in 


cardboard boxes. No more waste 
time or scratched hands with bundles 
of wired hinges. Stanley Hinges and 
Hasps now come to you in reen- 
forced boxes holding 1 dozen pairs, 
Y dozen pairs, % dozen pairs or 
1 pair — depending upon the size. 


SC Packing — The famous Stanley 
SC Packing—one pair in a box with 
proper number and size of wood 
screws—will be continued. Dealers, 
long ago, welcomed 
these convenient, 
easy to handle boxes 


of hinges and hasps. 


Full information on new packing units will be sent upon request 


THE STANLEY WORKS 
NEW BRITAIN, CONN. 





STANLEY H 
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New Packing in Cardboard Boxes 


The famous Stanley SC Packing 


ARDWARE 


Bulk Hinges now packed in boxes? 
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Shooting Skeet at the Bayside, Long Island, field 
KEET is an all-year-round shooting sport. This fast-growing sport of Abercrombie & Fitch Company, New York 
has a definite appeal to old and young—to good shooters and 
beginners. Skeet is real fun — and the finest kind of practice for field 
shooting. 
Tell your customers about Skeet. Get them interested. It means 
more sales — and more profits, for you — all year ‘round. An active 
Skeet club in your community will help you move your holdover — 
stock of shells. 
The du Pont Company will gladly supply you or your customers 
with full details about Skeet, how to construct a Skeet field, how to 
organize a club. Write for information. 


E.I. DU PONT DE-NEMOURS & CO., INC. 
Sporting Powder Division, Wilmington, Del. 











STOVE BOLTS 


Stove Bolts Stove and bg Bolt Nuts 


Tire Bolts . S. S. Nuts 
Sink Bolts S. A. E. Castellated Nuts 
Wood Screws S. A. E. Plain Nuts 
Drive Screws Jack Chain 
Coach Screws Plumbers’ Chain 
Machine Screws’ Register Chain 
Set Screws Safety Chain 
Cap Screws Furnade Chain 
Thumb Screws Ladder Chain 
Special Automatic Sash Chain 
Screw Machine Escutcheon Pins 
Products Speedometers 
Machine Screw achometers 
Nuts 


THE CORBIN SCREW 
CORPORATION 





THE AMERICAN HARDWARE 
CORPORATION, SUCCESSOR 
New Britain, Conr. 

Warehouses: Chicago 
New York Philadelphia 
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STANDARD MERCHANDISE 


When you buy a staple item, Mr. Dealer, are you pretty particular about 
WHO MAKES IT? 


You OUGHT to be. 


In nearly every line you will find the goods of certain manufacturers are regarded as 
“standard”. When you buy their product you buy their guarantee of satisfaction 


and service.» 


Suppose your order calls for some 241 Butts, D8 or 53 Saws, 034B Hay Forks, 75312 
Electric Toasters, or any number of equally well-known, nationally recognized products 
we could mention. You expect this order to be filled with the brands you asked for. 
When it arrives you find instead of the Saws or Hay Forks you ordered, a name on the 
label which means nothing to you—or perhaps no name at all. Are these goods worth 
as much to you as the “standard” brands you called for? We hardly need answer. 


Perhaps you think you must pay a premium for this “standard merchandise” so you 
let your jobber send you something else. You will find however, that in nearly every case 
you pay just as much for the “unknown”. 


Consider the situation. These well-established old line companies have spent years 
in research and experimentation; in perfecting their product and building up a repu- 
tation. They have spent millions of dollars in advertising. Can they afford to 
repudiate all this? Most certainly no. The quality which you take as a matter of 
course must be maintained. To do this in times like these means utmost economy in 
operation and distribution. It means that both manufacturer and jobber must be con- 


tent with a narrow margin of profit. 

Our policy, then, is to distribute only standard merchandise made by reputable manu- 
facturers. This applies both to factory and private brands. Even our “Specials” or 
“Leaders” which are brought out with the sole purpose of helping our dealers meet 
price competition are made by these same manufacturers. It is only necessary to ex- 
amine them to see that the makers have turned them out without any sacrifice of utility 


or appearance. 
Do not be misled, then, into buying any item of staple merchandise which cannot be 
classed as STANDARD. 

Quality is a much overworked and much abused word but, nevertheless, the hardware 
dealer who is to succeed must build his success on that rock which is QUALITY; not 
on the shifting sands of “Just as Good.” 





The Buying Public grows tired of shoddy. They look to you, The Hardware Dealer, 
to give them honest value again. 


Why not co-operate, then, with those distributors who are eager for the chance to help 


you do it? 


1829 THE GEO. WORTHINGTON CO. 1932 
CLEVELAND 
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A Sale That’s Worthwhile! 


bape and boy come into your store and buy, let 
us say, a Winchester bamboo fly rod. That’s a 
sale worthwhile but only a beginning when you start 
on the Winchester line. 

Winchester Flashlights provide the handiest style of 
light for every purpose while the new Winchester 
Twin-Service Headlight is a combined headlight and 
lantern, convertible into either a focusing or diffusing 
light and thus providing four different lights in one. 
As the latest development in long range, high power, 
rim fire cartridges, feature the new Winchester Super- 
W-Speed .22’s. More accurate and more effective at 
materially longer ranges, while they average 60% more 
smashing power to drop the game. And they cost no 
more than ordinary .22’s. 

There are also Winchester Shotshells—Leader—Speed- 
Loads—Repeater and the economical Ranger—and 
don’t forget the Winchester trap loads—popular be- 
cause of their moderate recoil. 

Winchester Roller Skates are another fast-selling item. 
The new Winchester Universal Model gives your cus- 
tomers more skate for the money yet enables you to 
meet competition while still giving you good margin. 
Winchester Guns are leaders of a long and famous 
line. With Winchester Fishing Rods, Flashlights, Bat- 
teries, Ammunition and Roller Skates you can make 
not one sale but a half dozen and that’s a sale worth- 


while. 
YOU CAN WIN MORE 
SALES WITH WINCHESTER 


WINCHESTER REPEATING ARMS CO., New Haven, Conn., U. S. A. 
Makers of Guns and Ammunition e¢ Flashlights and Batteries 
Fishing Tackle © Ice and Roller Skates © Cutlery © Tools 
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Backed by an out- 
standing Dealer Help /A 
Plan that directs Pro 


Whether you are now in the cam 
share in a great and growing dema@d, created by a Ling 
Equipment, such as has never k@fore been offere 
camera history. 
Stewart-Warner offers you thifcomplete new mySvie equipment 
line—the leader of which is a At offers a combi- 
nation of astounding featurg not found inffny other camera at 
any price. Even has four sfeeds, including’ s-l-o-w motion, and 
talking pictures. 
waiting for this camera. 

For it offers the masses e y want. A camera that makes 
the taking of brilliant thgz i ies easy for everyone—a cam- 
era without complica ing charts or directions—a dis- 
tinctly high quality mPvi egf at a price within the reach ofall. 
With the first cameffa @pletely fulfill the popular demand 
for Quality, Popufa igf and Simplicity, you cannot fail to 

rofit from a ma times greater than has ever before 
lean offered to 


omplete “Selling Set-up” for You 


wart- Warner nationally advertises this new type 
Ovie equipment, which is opening up a vast new 
market. Sends you actual prospects and furnishes 
you a complete local sales campaign that turns pros- 
pects into customers. First profit from the camera 
sale—next from the sale of projector and screen— 
and then enjoy a regular income from films, lenses 
and equipment sales. 


Get all the facts. Someone in your neighborhood 


will profit—why not you? Compact, furnished complete with leather-bound, 


waterproof carrying case of sporty new design. $50 
DE LUXE HOLLYWOOD MODEL, only 


Movie Camera Division, Stewart-Warner Corporation, 

1826 Diversey Parkway, Chicago, Illinois 
Gentlemen: Please send me all the facts on the Stewart - Warner 
Movie Equipment Line and complete Re-Sale Plan 


NEW STEWART-WARNER PROJECTOR NEW STEWART-WARNER SCREEN 


Variable speed—can be stopped or Roll-up, Standing type — permanently at- 
reversed at will. Has the most power- tached to case which acts as a base. Alu- 
ful light—500 watts—ever offered in minum coated surface providing life-like 
a home movie projector. color values in all pictures. Size 32" x 40". 


OVER 30,000,000 SATISFIED OWNERS OF STEWART-WARNER PRODUCTS 
19 
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You Should Have! 


NOTE—A LIST OF 
HARDWARE RETAILERS 
IS NOT INCLUDED IN 
THIS PUBLICATION— 
WRITE FOR DETAILS 


IT 6 OBTAINABLE AT THE LOW PRICE OF 


$10.00 


PER COPY 


UGE THIS COUPON TO FILL YOUR 
REQUIREMENTS PROMPTLY 


HARDWARE AGE VERIFIED LIST 
239 West 39th Street, New York 
GENTLEMEN: 
Kindly send me 
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THE TWELFTH EDITION OF 


HARDWARE AGE 


VERIFIED 
LIST 


WHOLESALE HARDWARE HOUSES 
WHOLESALE HEAVY HARDWARE HOUSES 


WHOLESALE DISTRIBUTORS MILL SUPPLIES 


PLUMBERS and TINNERS SUPPLIES JOBBERS 
MANUFACTURERS’ AGENTS 
HARDWARE CHAIN STORES 


Wweé need hardly point out the necessity and value of 
an authentic hardware jobbers list, compiled and spon- 
sored by HARDWARE AGE. 


It not only authoritatively gives you the names of the recog- 
nized hardware jobbers, but also includes their capitalization, 
the territories they cover, the number of men traveled, the 
lines handled and, in most cases, the names of officials and 
buyers. 

Such a publication is indispensable to sales managers and 
advertising managers. Furthermore, many firms find it high- 
ly advantageous to give copies to their road salesmen and 
district representatives. 
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means= the 
* Barrel NEVER 
Needs Clea ning/ 





IT OS VS Ve 


* RIFLE, PISTOL or SHOTGUN 


‘“RUSTLESS” is a name anda fact. Asa name 
it means just what it implies. Peters Rustless 
Priming Mixture eliminates the salts which 
attract moisture and cause rust. Users may use 
thousands of rounds with never a thought given 
to cleaning the barrel of rifle, pistol, revolver or 
shotgun. There is no rusting, pitting or cor- 
rosion. 

Peters Rustless is not just a theory. It has been 
tested out under all kinds of conditions all over 
the world, and it has met every test. 


The Peters Cartridge Company 
, Dept. D-22 
New York KINGS MILLS, OHIO San Francisco 


Illustration shows inside of a rifle barrel 


JEL So ze after using a oo how clean 


— cr 


There's a Peters cartridge for 
every purpose for game or ver- 
min—tfurred or feathered—or 
for target shooting. The entire 
line—from .22's to the largest 
sporting calibers—is furnished 
in Rustless Priming Mixture and 
Gildkote (copper-plated) 
Bullets. 


AMMUNITION YOU CAN SELL WITH CONFIDENCE 


PRINTED INUSA 





Peters High Veloc- 
ity .22's are fur- 
nished in Shorts, 
Longs, Long Rifles, 
and Winchester Rim 
Fires. All these 
sizes are furnished in 
both solid ball and 
hollow point bullets, 
Gildkoted (copper- 
plated). 


AMMUNITION YOU 





VELOCITY. 


ack a might. 
Ze WALLO " 


PENETRATE to the big market for more effective .22's. 
Give greater velocity to your sales. 

Here's something new and better in .22 cartridges, having 
longer range, higher velocity and greater penetration. They 
have the range and killing power for many kinds of game 
and vermin. 

Peters High Velocity .29's dre made of the best materials, 
with infinite care. The shells are made of a new metal alloy, 
much stronger than any metal previously used for this purpose. 
Their performance is verified by ‘“Sparkography’’—that 
amazing scientific process exclusive to Peters. 

High Velocity is another profit item in the complete Peters 
line, backed this year by the strongest consumer advertising 
campaign we have ever run. 





The Peters Cartridge Company 
Dept. D-22 
KINGS MILLS, OHIO 


San Francisco 


DETERS ' 


ik; AMMUNITION 


CAN SHOOT WITH CONFIDENCE 





















LOW IN PRICE 





MYERS HOUSE PUMPS! 


HIGH IN QUALITY 


As Spring comes on, there is many a home in your vicinity that will blossom into a prospect for a new house 
pump. To assure yourself volume selling and to give your customers the opportunity to select pumps suitable 
to their individual requirements and to fit the size of their “new” pocket books, stock Myers House Pumps— 
stock several styles and sizes of them. New Low Prices now offer so much more in the way of style, quality 
and service that increased business at good profits is assured those who get behind the Myers Line of House 


Pumps and push it. 


THE F. E. MYERS & BRO. CO. 


PATENTED PATENTED 





ASHLAND, 
OHIO 


PATENTED 
COG GEAR 


PATENTED 
COG GEAR 











NEWEST ano SAFEST 
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IVER JOHNSON 
-22 SUPERSHOT 


FY a 
















STEEL SEALED 
CARTRIDGES 


and many other 
improvements. 


Retail Price $13.75 


Safety Plus More Safety 
Counterbored chambers and extractor 
which steel seal the cartridges, heads COUNTERBORED CHAMBERS 
flush with face of cylinder. COUNTERBORED EXTRACTOR 
A protection of solid surrounding steel safe- 
guarding against the possibility of a bursting 


\ED 
head or rim discharging adjacent cartridges r 
or burning trigger finger with hot gas. 
Cylinder of High Carbon Alloy Steel, heat 
treated, De-Flex Rib, Scored Trigger, Hi- 
Hold Grip, Independent Cylinder Stop, Piano 





Wire Springs and ‘‘Hammer the Hammer” 
safety. Chambered for eight .22 long rifle 
cartridges. 

Send for complete Firearms Catalog A covering the 
entire line. Order through your jobber. 


IVER JOHNSON’S ARMS & CYCLE WORKS 


FITCHBURG, MASS. 


New York CHICAGO SAN FRANCISCO 
151 Chambers St. 108 W. Lake St. 


MONTREAL 
731 Market St. 511 Coristine Bidg. 


A SNAPPY SPORT MODEL 
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Hardware Dealers— 


Now Is the Time 
to Sell Hoppe’s No. 9 


With Spring opening, shotgun lovers are 
shooting at the traps, and small gun shoot- 
ers are before the targets. Thousands of 
these sportsmen everywhere want 


HOPPE’S “"sover No. 9 


to remove leading, metal 
fouling and powder resi- 
due and to prevent rust 


? 


Suara and pitting. In 2-ounce 





r HOPPE $ bottles only. Display a 
spose a carton — Sales will 
follow. 


HOPPE’S LUBRICATING OIL 


is best for the moving parts of guns, fish- 
ing reels and for polishing metal and 
woodwork. In 1 and 3 ounce cans. 


Let ux send you a 
supplu of our new 
Gun Cleaning Guides, 
imprinted with your 
name. to stimulate 
vour Spring business 
Write us today. 


FRANK A. HOPPE, Inc. 


2314-H N. Eighth Street 
PHILADELPHIA, PA. 





















The GRIFFIN 
PERFECTION SCREEN COURT 


and STORMDOORSET PKRCISION 


SEI No. 1740 eee 


The pivot pin feature of a on plastic 
the GRIFFIN No.740 loose 1h 


joint ornamental Hinge, | ! : | rosin-core solder 


used either right or left 


hand, makes this set most - 
convenient for using FULLY PROTECTS 


Screen and Storm Doors : KESTER SOLDER COMPANY! 


interchangeably. 














e 
Of interest to all users of solder 


HE Kester Solder Company, owners of the 
Ripley Patent No. 1,724,680 granted August 
13, 1929, covering Plastic Rosin-Core Solders, have 
successfully asserted their rights under this patent against 
two New York Companies. 


On August 13, 1931, Judge Robert P. Patterson, 
— Seen Hen S80 | of the U. S. District Court, Southern Division of New 
landle and Escutcheon j 
York, rendered an opinion holding the Kester patent 
valid and infringed by the Plastic Rosin-Core Solder 
Door Easy To Remove-- being sold by the defendants, and the final decree states 
Simply Lift off Butt | in part: 


©Cthat the plaintiff, Kester Solder 
Company, is the lawful owner of 
the entire right, title and interest in 
and to said Letters Patent, inclua- 
ing the right to sue and recover 
for past infringement thereof.?? 


Loose Joint Half Surface 
Hinge is Easily Reversible 
Judge Patterson’s opinion, findings of fact and conclu- 


sions of law should be of interest to all classes of solder 
users. Copies are available to those interested. 


The GRIFFIN Line Includes | 
Many Other Popular, Econom- 
ically Priced Screen Door Sets 





The above patent is but one of a number of patents and 
applications for patent owned by the Kester Solder Com- 


pany. All efforts to violate or infringe such patents wll 
| be vigorously prosecuted. 
| 


anufacturing Chmpany KESTER SOLDER COMPANY 
ERIE. PENNSYLVANIA 4238 WRIGHTWOOD AVENUE, CHICAGO, ILL. 


Eastern Plant: Newark, N. J. 
Canada: Kester Solder Company of Canada, Ltd., Brantford 








Branch Offices:- 


NEW YORK: 45 Warren Sr. BOSTON: 113 PurcHAse Sr. 
CHICAGO: 162 N. CLINTON St. SAN FRANCISCO: 703 Marker Sr. 
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micnzast pemanp ron CON TINENTAL 


Trade Mark Reg. U: S. Pat. Off. 


n-ottom 


Trade Mark Reg. U. S. Pat. Off. 


Lawn Fence and Posts 


When lawns and flowers are ‘‘at their best," home lovers evidence 


an increased interest in protecting them against thoughtless tres- 


passers, careless children and stray animals. It is then that dealers 


have an unusual opportunity to sell Continental ‘‘Green-Bottom” 
Fence in volume—at a profit. Discriminating 

buyers prefer ‘‘Green-Bottom” fence be- 

cause it is recognized as a leader—definitely 

trade-marked for their protection. 


@ A Complete Line 
that Sells in Volume 


There is no need to mix your stocks when you handle 
"*Green-Bottom"’ Fence. It is a complete line includ- 
ing ornamental designs—single and double picket— 
flower bed border and trellis, also chain link design. 
Gates—walk and drive—in either style fabric— 
with scroll or plain tops, and a steel post that is 


both sturdy and handsome. 


@ New ANIMATED Display 


The new, animated display sells fence and other 
items, too. Taking up but little space and adaptable 
to both window and counter display, this electric 
salesman is an excellent center of attraction for 


displays of all yard and garden material, Ask your 
Children Play in Safety mn jobber or write us how it may be secured FREE. 


fron: — cane ®@ Leading Jobbers 
a Carry Stocks 


Leading jobbers in every section of the country 
carry complete stocks of Continental ‘‘Green-Bottom" 
fence, posts and gates. They will be glad to serve 
your needs at prices that are no higher than for 
ordinary types. It will pay you to stock ‘'Green- 
Bottom"’ fence NOW. 
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Look for this 
Trade Mark 
on the Saws 

you buy. 





No. 53 “Lifetime” Saw 








= EX 








No. 2 Back Saw - 









EL SAWS 
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No. 50 Coping Saw 


ag 
= 





Junior Mechanic Saw 


LET ATKINS HELP YOU 
MAKE MORE MONEY THIS YEAR 


The high quality of Atkins SILVER STEEL 
Saws puts them in a class by themselves as 
they are manufactured to the highest degree 
of efficiency and not down to a price basis. 
Therefore, the dealer who sells this widely 
accepted Nationally advertised brand of saws 
and tools, makes a good profit on each sale. 


Every SILVER STEEL Saw and Tool made 
by Atkins has the Atkins AAA trademark 
and the maker’s name to guarantee the user 
he is buying the best saw service and satis- 
faction that money, brains and skill can pro- 
duce. 


Considerable building construction and re- 
pair work will be done this spring and sum- 
mer because of the deteriorated condition of 
nyYany large and small structures. Carpen- 
ters, mechanics and home owners will be in 
need of saws and tools and the dealers 
who show them that they have Atkins 
SILVER STEEL Saws and Tools for sale 
will be the ones that get the business. 


Send for Atkins sales-producing display mate- 
rial and selling helps—free for the asking. 





~- 


Demand Atkins products from your jobber. If he cannot supply you, write to us direct and we 
will see that you are promptly supplied. 


E. C. ATKINS AND ComPANy 


402 So. Illinois Street oe ai 


Indianapolis, Indiana 
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Spring is 
Here 


ERE is a quintette of win- 
dows for early spring 
displays: Top of page 28 

is from Bentley Hardware, Kins- 
ley, Kan. A simply constructed 
and effective display. Next is by 
Hopkins Hardware, M Street, 
Washington, D. C. Manufactur- 
ers’ posters play an important 
part here. Foot of the page: A 
wide range of garden equipment 
and sporting goods by Geo. May- 
er Hardware Co., Denver, Colo. 
Top of this page is a neat and 
effective arrangement of garden 


goods by A. H. Hanson, Edin- 


APRIL 14, 1932 

















boro, Pa. Below: A character- Clark Witbeck Co., Schenectady, 
istically attractive window by N.Y. All suitable for spring. 
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How 


Canton Hardware 
Sells Fishing Tackle 


Every Month in the Year 


NUSUAL selling methods 
| | have made the hunting 

equipment and _ fishing 
tackle departments of the Canton 
Hardware Co., Canton, Ohio, the 
most profitable departments in 
the store and have enabled the 
company to do heavy volume of 
business in its athletic sporting 
goods department. The store 
sells fishing tackle every month 
of the year and athletic sporting 
goods in one form or another are 
always in season. In the winter 
when there is no fishing in the 
North, fishing tackle is sold for 
use in Florida waters. Business 
in fishing tackle and hunting 
equipment is stimulated by going 
after it with appealing sales 
letters that are sent through the 
mails. The store reports that its 
sale of fishing tackle and base- 
ball goods broke all records this 
year in spite of the business de- 
pression. 


Issue Licenses 


The store issues hunting and 
fishing licenses and by handling 
these has secured a list of 5000 
good sales prospects for hunting 
and fishing equipment. 

A unique folder which is 
mailed to fishing tackle prospects 
once a month during the Spring 
and early Summer months has 
proved wonderful bait to catch 
the fishermen. This folder has 
appealing original cartoons both 
on the outside and two inner 
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pages and contains a human in- 
terest letter addressed to “fellow 
fishermen” that exploits both 
fishing tackle and Eddie Jones. 
In addition sealed letters are sent 
to the fishing fans calling atten- 
tion to the opening of the fishing 
season and making recommenda- 
tions as to the choice of bait, etc. 

A word about Eddie Jones. 
He is in charge of the fishing and 
hunting goods 
departments of 
the store. It is 
a safe bet to 
say that about 
every _fisher- 
man in Stark 
County, of 
which Canton 
is the county 
seat, knows 
Eddie Jones. 
He has two 
hobbies, fishing 
and selling 
fishing tackle 
and is a past 
master of both. 
He seldow al- 
lows an elusive 
bass to get past his hook and does 
not let a prospective customer get 
beyond his reach without trying 
to sell him something besides the 
thing he came for. And his ef- 
forts usually prove successful. 
Eddie can think of a lot more 
things a fisherman will need while 
on his fishing trip. Eddie’s suc- 


cess as a salesman is due not 











E. C. Radel, General 
Manager, Canton Hard- 
wareCo., Canton, Ohio, 
above, and _ Eddie 
Jones, below, are en- 
thusiastic fishermen. 
Eddie is in charge of 
the fishing and hunt- 

os ing depart- 





ments. 
Read what 
these men 
have learn- 
ed about 
this _busi- 
ness. 








only to his 
pleasing __per- 
sonality, he 
has a fund of 
in f ormation 
which enables 
him to give 
valuable ad- 
vice to his cus- 
tomers. Just 
tell him where you plan to go 
fishing and he tells you what you 
need in lines, flies and bait for 
fishing in that stream or lake. 
That advice is dependable and 
appreciated. “One cannot sell 
fishing tackle,” says Eddie, “un- 
less he knows where the fish are 
and what the fisherman needs for 
the kind of fish he wants to catch. 
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-The store always carries a 
large assortment of fishing 
equipment from the cheapest to 
the highest price so that a fish- 
erman may obtain anything to 
fit his needs as well as his pocket- 
book. For example, fishing lines 
selling from 5c. to $8 are car- 
ried in stock. 

Sales of hunting equipment 
are increased by letters sent to 
hunters, personal contact and ad- 
vertising. A letter is sent to 
every prospect on the hunting list 
before the squirrel season and 
again before the rabbit hunting 
season, reminding the sportsmen 
of the approach of these two 
hunting seasons and that all their 
wants in the line of guns, shells 
and other hunting equipment 
may be supplied by the store. 

The athletic sporting goods de- 
partment is entirely separate 
from the hunting equipment and 
fishing tackle departments. These 
goods are moving in all seasons 
at the Canton store. First comes 
basketball and volley ball in the 
Winter and these are followed by 
baseball, hard and soft, and 
other baseball equipment. A 
little later the tennis and golf 
goods become active and in the 
fall a heavy volume of business 
is done in footballs, gloves, cloth- 
ing and other accessories that go 
with football. 

The success of the athletic 
sporting goods department is due 
in large measure to the activity 
of the store in developing inter- 
est in various sports. A young 
man who is a good mixer as well 
as otherwise fitted for the 
work, is kept busy outside form- 
ing teams and leagues in various 
sports, securing places for play- 
ing and in inducing someone to 
back the teams up by purchasing 
uniforms for the members in re- 
turn for the advertising value of 
placing the name of the spon- 
sor’s company on the suits. This 
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method of organizing teams to 
augment sales is applied to foot- 
ball, indoor and outdoor base- 
ball, volley ball, basketball and 
tennis. 

The store also follows a suc- 
cessful plan of going out after 
business in other lines such as 
stoves, builders’ hardware, house 
furnishings, refrigerators, and 
boats and outboard motors, the 
latter two items coming under 
the fishing tackle and hunting 
goods department. Two outside 
salesmen are kept on domestic 
and commercial refrigerators. 
The common plan of installment 
selling of refrigerators is not fol- 
lowed. Instead the salesman 
confine their sales efforts to 
people who have good credit and 
cash payment of at least 25 per 
cent is required. 

The store has no special sales. 
It feels that if merchandise is 
worth selling at a profit, it should 
be sold at a profit at all times 
and that policy is always fol- 
lowed. It aims to buy honest 
goods and to sell them at fair 
prices. It buys no special mer- 
chandise, When goods are re- 
ceived they are marked at what 
is regarded as right prices and 





these are changed with changes 
in the market. In case merchan- 
dise is purchased that is slow 
moving or becomes obsolete, this 
is not got rid of by slashing 
prices. Instead, it is disposed of 
to some store in a section where 
the particular goods may find a 
ready sale. As the store conducts 
a wholesale department, it does 
not find it difficult to get rid of 
slow-moving merchandise in this 
way. In buying merchandise the 
store always tries to purchase 
goods that will suit its trade. In 
purchasing certain high - priced 
articles such as $150 high-pow- 
ered guns it has in mind certain 
individuals who would be likely 
to buy this merchandise. 

The store believes in attractive 
window displays as an aid in sell- 
ing merchandise and always has 
a window display of sporting 
goods in each of two retail stores 
it operates in Canton. One is a 
hunting goods or fishing tackle 
window and the other shows ath- 
letic sporting goods. At the re- 
cent County Fair in Canton it had 
two booths, one with an attractive 
display of sporting goods and the 
other showing milkers and milk 
separators. Although it has no 
special bargains to offer at any 
time, it advertises in the local 
papers, particularly its guns and 


fishing tackle. 





Prize Winner in Hard- 
ware Store Fishing 
Contest 


The lad pictured here won 
the first prize, a $20 fly rod 
as an award for his skill in 
landing the largest rainbow 
trout entered in last year’s 
fishing contest staged by the 
Roanoke Hardware Co., 
Roanoke, Va. The _ trout 
weighed 4% Ib. and mea- 
sured 24144 in. in length. 
The yearly event effectively 
centers the attention of fish- 
ermen on the store as a 
source of tackle. Since the 
trout season has just opened 
in several states, this photo- 
graph may inspire other 
hardware merchants to stage 
similar fishing contests. 
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The ‘‘Staff’? Volunteers to 
Pay Cost Plus 10 Per Cent. 








Milarvin’s Store Mileetings 


by LLEW S. SOULE 


“ OLKS must be paying 
Pes bills early this 
month,” remarked _ the 
postman as he delivered a bunch 
of letters to the Marvin Hard- 
ware Store. Mr. Marvin smiled. 
“Not this time, John,” he said, 
not a check in a carload. How- 
ever,” he added, “there are no 
bills, either, so I guess it’s an 
even break.” 

As a matter of fact, the corre- 
spondence in question was not 
from customers; neither was it 
from wholesalers. Instead _ it 
came from prominent hardware 
merchants in various parts of the 
country. 

It all came about in the fol- 
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lowing way: At the previous 
store meeting, Eddie Scanlon, 
“boy of all work” for the Mar- 
vin Hardware, had’ brought up 
the matter of having a definite 
price policy for goods purchased 
by the store employees. After a 
lively discussion it was sug- 
gested that the boss write to a 
number of his fellow merchants 
asking for their method of han- 
dling such transactions. “I'll do 
it gladly,” said Mr. Marvin, 
“and I hope to find that there is 
some more or less general method 
in use throughout the country. 
However,” he added, whimsi- 
cally, “I’m inclined to think that 
most hardware merchants are 
handling the matter in the same 
‘hit or miss’ way that we are.” 


The next day fifty letters were 
mailed out. 

As the replies came in, Mr. 
Marvin read each one carefully, 
then placed it in the special 
folder marked for that purpose. 
Occasionally he smiled reminis- 
cently as he noted the policy of 
some old friend or acquaintance. 
but there was a sober look on his 
face as he placed the last one in 
the file. “It’s a good deal as | 
expected,” he remarked to May 
Garvin. “There is no _indica- 
tion of any general policy. 
When you have a little spare 
time I wish you would tabulate 
the returns so that I can have a 
report ready for Friday night.” 

“T’ll do it right away,” May 

(Continued on page 54) 
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Just Among Ourselves 


by CHARLES J. HEALE 
Managing Editor, Hardware Age 


MAY stores, particularly in 

the large cities, are dis- 
playing or advertising obviously 
good values or bargains, too good 
to pass up. You enter the store, 
ask for the special and are im- 
mediately diverted to a higher 
price level or to something quite 
different from the goods you went 
in to see more closely. I’m dis- 
gusted and begin to suspect al- 
leged values as “come-ons.” A 
little conversation on the subject 
reveals that many others feel the 
same way. These are times when 
consumer confidence is the most 
valuable asset a retail store can 
have, whether it be shoes, hard- 
ware or ham sandwiches. It takes 
a long time to build up prestige 
that makes sales, but just one ex- 
perience with misleading adver- 
tising of any kind may quickly 
tear down the good will of many 
years. This fact seems _ so 
simple, so elementary that one 
might think it too unimportant to 
mention. Unfortunately, this is 
not so. 


—_—- HA —— 


ITH unemployment our 

most pressing current prob- 
lem it is absolutely unfair to jam 
the markets with prison-made 
goods. Auto license plates, pris- 
on equipment and clothing, food 
for inmates, etc., may very prop- 
erly be produced by the guests in 
striped garments. But to rob 
free, law-abiding, respectable, 
tax-paying American workmen of 
a chance to earn their bread and 
board in the making of merchan- 
dise sold through regular chan- 
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nels of distribution, 
is unfair. Notable 
examples in our field 
are prison-made cord- 
age and certain kinds 
of brushes and mops. 
The use of convict la- 
bor undoubtedly pre- 
sents a keen problem, but it 
should not be solved at the ex- 
pense of free men. 


— HA — 


AUL D. CONVERSE, who 

has capably studied retailing 
for many years, says drug stores 
have the longest lives. We are 
reminded that druggists are the 
only retailers who must pass an 
examination before entering busi- 
ness. Of course their training 
and examinations are restricted 
to the pharmaceutical phase and 
do not include their merchandis- 
ing activities. However, it is cer- 
tainly the wholesalers’ obligation 
to see that only competent men 
start retail hardware stores. For 
their own protection they should 
be sure a prospect has either 
sufficient experience and fitness 
or enough money to carry him 
while he acquires the experience. 
Also they will certainly do well 
to study proposed locations to in- 
sure at least an even chance of 
a new store making the grade. 
“Business Birth Control” they 
call it in Long Beach, Cal. A 
city planning commission en- 
deavors to properly locate new 
stores where they are needed. 
keeping them out of districts al- 
ready adequately served. That’s 
a real constructive program. 
This plan in full was told in 





HarpwakeE AGE, Dec. 
3, 1931, issue. It 
would be a_ good 
guide for wholesalers 
whose future depends 
solely on the success 
of their dealer cus- 
tomers. Every retail 
store failure costs the entire in- 
dustry cash money. 


— 


ROM a Central Western in- 

dustrial center comes a com- 
plaint by a factory purchasing 
agent. A local hardware store of 
fair size is reported to have been 
unable to supply the factory with 
more than three of a common 
type padlock when eight were 
needed. He was unable to fur- 
nish four common office type 
shears (having only one in 
stock). He had no stock at all 
on a type of knife used by the 
thousands in this _ particular 
plant. Obviously one cannot do 
buSiness without adequate stocks. 
Common padlocks and _ shears 
should be available in good-sized 
hardware stores, without much 
delay. Perhaps a more enter- 
prising dealer would also foresee 
the market possibility of the spe- 
cial knives. However, it is my 
suspicion that this factory only 
uses that hardware store as a con- 
venience in an emergency, and 
probably places its bulk and 
profitable orders with the nearest 
wholesaler or even direct to fac- 
tories making the necessary 
equipment. If this supposition 
is correct, the hardware man is 
justified. 


a 
@ 
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HAT a successful and good 
[= toy business can be 
done even by a neighbor- 
hood hardware store has been 
demonstrated by C. L. Durfee of 
Auburn, R. I. This store is not 
only a neighborhood store but is 
isolated. There is no store near 
it on its side of the street and 
there are no very nearby stores 
even on the other side. Yet a 
very good volume of toy business 
is being done during the holiday 
season. This business is also 
done in such a manner as not to 
interfere in any way with the 
regular hardware business. 
In a basement room which has 
a floor area about half of that of 


Durfee 


Does a Good 


TOY 


Business 


the store above nothing but toys 
are shown. 

Having the toys all in this 
basement room makes it possible 
to display the toys in-such a man- 








ner and to use such decorations 
as to give a real toyland impres- 
sion. Also using show cards in 
the store, inviting customers to 
visit the toy department in the 
basement plays upon the curi- 
osity of customers. Once there 
they are very likely to make pur- 
chases. 

In a neighborhood store such 
as this which is passed daily by 
children on their way to and com- 
ing from school, one problem in 
the toy department is to prevent 
them from playing with the toys 
on exhibition to such a degree 
that they make them unsalable. 
This problem calls for someone 
being in the toy department all 
the time, keeping watch of the 
stock and in one way or another 
taking up the attention of the 
children who visit the department 
so that they will not be too stren- 
uous in their play, for there are 
children who like to make such a 
room as this a daily play room 
but who do not have money with 
which to buy the toys. At the 
same time it is desirable to have 
children visit the toy department 
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so that they will go home and tell 
their parents about it. What 
these youngsters tell about it in 
their home has a good deal to do 
with the volume of business done. 

It is partly to overcome an 
overflow of children in the de- 
partment that the outdoor signs 
are being discontinued and it is 
partly for this reason that larger 
displays are to be used in the 
show windows. If the windows 
are made sufficiently attractive a 
great many children will do win- 
dow shopping rather than going 
to the toy department and mak- 
ing a play room of it. 

The person who is in attend- 
ance in the toy department is able 
to handle children effectively as 
well as to make sales to their 
parents. It seems desirable that 
the children themselves, even 
though they come in without their 
parents and perhaps with no 
money with which to make pur- 
chases, be allowed to handle and 
examine the toys to a reasonable 
degree, but that they do not make 
it a practice to come in just to 
play with those toys and to play 
with them so roughly that they 
make them unfit for sale. This 
problem is still being worked on 
and it is felt that the solution has 
about been reached by selecting 
with care the person who will 
take -charge of this department 
during the hours the store is open 
and also by not making the in- 
vitation too pressing to visit the 
department. 

The experiment has been tried 
of distributing circulars through- 
out the neighborhood in connec- 
tion with the toy department. 
This practice has been stopped, 
however, because it is felt that 
the circulars are a form of adver- 
tising that tends to lower the de- 
partment in the eyes of the more 
desirable customers. As_ the 
store is on a main traveled street, 
window displays prove more ef- 
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fective than any other advertis- 
ing that has been done. 

The stocks carried vary from 

items selling at twenty-five cents 
to those selling at $15, and the 
most popular toys prove to be 
mechanical toys, such as toy auto- 
mobiles, toy airplanes and the 
like. 
. The most popular price for 
these toys has proved to be a dol- 
lar. Of course, many toys of 
higher price and many of lower 
price are sold, but more people 
are spending a dollar a toy in 
this department than are spend- 
ing any other amount. A good 
grade of toy is being handled. 
The store is in a good middle 
class neighborhood where most 
families own their homes. 


Parking Space 


Another thing that has helped 
this store is the fact that it has 
plenty of parking space. Being 
isolated as it is there is space for 
a good many cars right in front 
of the store or a short distance 
up or down the street from the 
store. In addition, there is a 
driveway entirely around the 
building and this provides still 
more parking space. In addi- 
tion, there is vacant land to the 
rear and to one side of the store 


which Mr. Durfee owns and 
which can be used for parking 
space. 

There are few downtown stores 
that have parking space anything 
like this that is available. There 
is one large hardware store that 
provides parking space, but it is 
located some distance out of the 
shopping district. In the case of 
the department stores and the toy 
stores downtown, it is a problem 
to find any free parking space 
near by that can be used for 
thirty minutes or an hour. 

In addition to this parking 
space, the Durfee store, of 
course, is located where it is con- 
venient for many of the people 
living near by to walk to the 
store. Consequently, effective 
window displays and a complete 
stock of good quality toys results 
in attracting a great many people 
into the store. The store itself 
stands out because it is a well 
balanced design, of brick con- 
struction and has two large cor- 
ner windows in which there are 
always attractive displays. It has 
always been easy to get people to 
come into this store. 

The ease with which they have 
been attracted into the store, how- 
ever, has been due in no small 

(Continued on page 58) 


The basement toy department of the Durfee hardware store, Auburn, R. I. 
Opposite page, a Durfee toy window 
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The Hardware Age 
Talkerticket 


for April 


by J. A. WARREN 
Associate Editor, Hardware Age 


ARMER weather brings 
with it the need for a 
correspondingly cool 


color in window displays and 
price tickets. We are not quite 
ready for the blues that are so 
effective in the hot seasons. Yel- 
low is a warm color, and blue, of 
course, the coldest. Fifty per 
cent of each will give us green. 
So we choose for this in-between 
season—green. 

Green in two tones as suggested 
here has that sprightly quality so 
fitting for the spring season. It 
lends itself to almost any line of 
merchandise in the hardware 
stock. It is both masculine and 
feminine in appeal. A striking 
and useful color, green. 

The tickets may be produced 
about the same size as that illus- 
trated. You can begin by making 
a tracing of the one shown here 
on heavy carboard. This will be 
your master card. By placing 
this on a large sheet of light green 
card and running a pencil line 
around the outer edge, it is an 
easy matter to cut out sufficient 
tickets with the shears. The next 
step is to place a border of darker 
green show card color around 
the edge, as shown here. Then, 
having prepared your copy care- 
fully, do your lettering. This card 
was done very quickly with a 
speed ball pen. A heavier pen 
was used for the top and bottom 
lines than that for the center mes- 
sage. 
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If you have been following this 
series of articles in the second is- 
sue of each month, you will have 
begun to study price ticket copy 
writing, which we maintain is 
just as important as ad copy writ- 
ing. We have advised you to 
study both jobbers’ catalogs and 
manufacturers’ literature for real 





value creating descriptions of the 
merchandise offered. It is a 
great help towards making an ac- 
tual sale if the customer sees in 
your window or store display 
some phrase or wording that con- 
nects, in his mind, the article you 
advertise and the one you dis- 
play. You have then followed 
through from the ad to the sale. 
The customer feels that you are 
really interested in these articles 
and his interest is thereby stimu- 
lated. - 

If you have not made yourself 
a hand rest do so now. Simply 
mount a straight edge on a couple 
of blocks about 34 inch high and 
use as a ruler. It is a great aid 
in painting borders and in some 
kinds of lettering, particularly 
that done with a brush. 
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Trape Winns 


By LLEW 8S. SOULE 
Editor, Harpware AGE 


NOT PRICE; PRICE isn’t the only induce- 
Just a ment for buying, even in these 
Reputation “pinch-penny” days. Confi- 
for dence is still the basis for sales 


that run into real money, and 
there is a noticeable tendency 
on the part of consumers to 
prefer merchandise, the makers of which have es- 
tablished a reputation for giving sound values. 

This fact was strikingly evidenced when over 
100,000 orders for the new 8-cylinder Ford car 
were in the hands of Ford dealers before the car 
had been shown, and before prices had been an- 
nounced. The amount involved totaled well over 
50 million dollars. 

If a reputation for sound values can induce 100,- 
000 people to buy automobiles they have never seen 
on an unknown price basis, it might be well for 
hardware merchants to put more sales effort behind 
trade-marked goods of established worth, and less 
on cheap, unbranded merchandise whose only ap- 
peal is price. 


Sound Values 


No Faber IT may seem a far cry from 
Pencils lead pencils to hardware, but 
for the basic principles of distri- 


bution are the same in either 
line. Therefore, the recent 
formal statement of distribu- 
tion policies by Eberhard Faber should prove in- 
teresting to those in the hardware industry. 

Among other things, this well-known firm an- 
nounced that it will make no sales to distributors 
whose prices are unfair to other distributors. 

While price-fixing is illegal, such a movement to 
maintain fair prices is not, so long as no agree- 
ments are entered into with distributors or other 
manufacturers concerning the policy. 

A manufacturer may legally choose his custom- 
ers. He may legally refuse to sell his goods to those 
whose methods tend to injure his business. He may, 
if he will—and legally—so handle the distribution 


Price Cutters 
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of his products that his retailers and wholesalers 
will receive the protection which is their due. He 
must, however, act on his own inititative without 
agreements or collusion. All that is required is a 
high standard of business ethics and the courage of 
his convictions. 


NO one will dispute the fact 
that Paul Revere was well 
known. Few, however, realize 
that in addition to his other 
activities he was a dealer in 
hardware. Nevertheless, despite his prominence, he 
knew the value of keeping up his advertising. 

When on one occasion he moved his shop from 
the south part of Boston to Dock Square, it is more 
than probable that 90 per cent of his fellow citizens 
knew of the fact in advance. Yet—he advertised 
the change of location and took advantage of the 
opportunity to mention several things connected 
with his business. His ad read as follows: 

“Paul Revere would respectfully inform his cus- 
tomers and the public, that he has removed from 
the south part of the town, opposite Liberty Pole, to 
Dock Square, in the store adjoining Mr. Joseph 
Bush, near the market, where he has for sale a gen- 
eral assortment of HARDWARE GOODS, consist- 
ing of Pewter, Brass, Copper, Ironmongery, Plated. 
Japanned and Cutlery wares; files, tools, etc., for 
Goldsmiths, Jewelers, Clock and Watch makers. 
Chapes and Tongues, blue Melting Pots from No. | 
to 20, Crucibles, very neat Scale Beams, 32 inches 
long with box ends, Willard Patent Jacks, Looking 
Glasses, &c., &c. 

“Constant attendance given and the smallest fa- 
vours gratefully acknowledged.” 

Some of our modern hardware merchants who 
fondly imagine that they and their activities are so 
well known that they cannot be overlooked, might 
learn a valuable lesson from this illustrious pur- 
veyor of ironmongery, who understood human na- 
ture as well as hardware. 


An Advertising 
Tip from 
Paul Revere 





H. S. THOMPSON 
Secretary-Treasurer 
Miami Retail Merchants Association 


HROUGH the efforts of the 
ik Merchants’ Associ- 
ation, Miami, Fla., an or- 
dinance was recently passed in 
that city which curbs misleading 
comparative price advertising, 
protecting customers and mer- 
chants alike from unscrupulous 
dealers. Several arrests, and at 
least one important conviction, 
have already resulted. This has 
given the public due notice that 
authorities intend to prosecute 
offenders. It naturally follows 
that the community is therefore 
placing greater reliance on 
statements made by local adver- 
tisers than was the case before 
the ordinance became effective. 
The following hardware firm 
members of the Miami Retail 
Merchants’ Association were ac- 
tive in securing the enactment of 
the ordinance:  Railey-Milam 
Hardware Co., Hart Hardware 
Co., Knight Hardware & Paint 
Co. and Frank T. Budge Co. 
Under the provisions of the or- 
dinance, which is too lengthy to 
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quote here in de- 
tail, it is unlawful 
to lead the public 
to believe an ar- 
ticle sold previous- 
ly in Miami for a 
higher price than 
the present selling 
price, or is worth 
more than the present selling 
price, unless it actually sold for 
more and the fact can be proved 
as such. If the merchant is of 
the opinon that the merchandise 
is worth more than the selling 
price, he may state his opinion as 
to its value, but as an opinion 
only, and not as a statement of 
fact. Merchandise that has been 
reduced several times may be de- 
scribed as “originally” such and 
such a price, provided that the 
last price at which the merchan- 
dise was offered prior to the sale 
is stated. The words “value” 
or “worth” are construed to mean 
the prevailing market price in 
Miami. 

To make certain that the law 
would prove effective, the associ- 
ation made a thorough study of 
similar ordinances, as adopted 
by cities throughout the nation. 
This disclosed that the city of 
Portland, Ore., had what ap- 
peared to be the most satisfactory 
ordinance governing compara- 
tive prices. Guided by this 





They Will Build 
Contidence.... 


eee 


fact, the Miami ordinance was 
drafted to pattern after the suc- 
cessful Portland ordinance. The 
Miami Merchants’ Association 
declares that the law is without 
question the most unselfish and 
is more in keeping with the 
spirit of progress than any one 
ordinance yet adopted by the gov- 
erning body of that city. 

The need for an ordinance of 
this nature was emphasized by a 
tabulation of replies to a ques- 
tionnaire issued by the Boston 
Better Business Bureau on com- 
parative prices. The associa- 
tion says that the investigations 
they made on this subject tallied 
very closely with the returns 
from the questionnaire. This 
was sent to 500 representative 
women; 439 answered the fol- 
lowing question in the manner 
indicated: 


In my opinion comparative 
price statements are gen- 


erally 
Number Per 
Answering Cent 
Truthful .. 2 6 
Exaggerated 207 45 
Misleading ....... 172 37 
False .... Pe 11 
Total .. .. 459 


In order that merchants might 
be fully advised on the ap- 
proved advertising practices, the 


following recommendations were 
(Continued on page 64) 
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MIAMI MERCHANTS UNITE TO SUPPORT 
TRUTHFUL ADVERTISING ORDINANCE NO. 956 


(COMPARATIVE price advertising in Miami, in the opinion of the undersigned merchants, will become more productive and more 
worthy of public confidence through the enforcement of the recent ordinance of the City Commission, regulating the use of comparative 


prices in retail advertising. 


Under the.provisions of the ordinance, it is unlawful to 
lead the public to believe an article sold previously in Miami 
for a higher price than.the present selling price, or is worth 
more than the present selling price, unless it actually sold 
for more and the fact can be proven as such. 

If the merchant is of the opinion that the merchandise is 
worth more.than the selling price he may state his opinion 


as to its value, but as an opinion only, and not.as a statement 


of fact. 


Merchandise that has been reduced several times may be 
described as “originally” such and such a price, provided the 
last price at.which the merchandise was offered prior to the 


sale is stated. 


The words “value” or “worth” will be construed to mean 


the prevailing market price in Miami. 





ORDINANCE NO. 956 

AN ORDINANCE REGULATING ADVERTISERS AND ADVERTISING; PROHIB- 
ITING CERTAIN aay OF tye Mada REQUIRING CERTAIN STATE- 
MENTS TO BE MADE INNECTION WITH THE ADVERTISING FOR 
SALE OF CERTAIN MERCHANDISE AND COMMODITIES; SETTING FORTH 
RULES GOVERNING ADVERTISING BY PERSONS ENGAGED IN THE 
BUSINESS OF SELLING CERTAIN ARTICLE OF SALE; PROVIDING CER. 
TAIN RULES GOVERNING THE PUBLICATION OR DISSEMINATION OF 
CERTAIN KINDS OF cette noche A PENALTY FOR THE 
VIOLATION OF SAID ORDINAN DECLARING AN EMERGENCY TO 

hy EXIST, AND REPEALING ALL ORDINANCES OR PARTS OF ORDINANCES 

! IN CONFLICT HEREWITO: 

BE IT ORDAINED BY THE COMMISSION OF THE CITY OF MIAMI, FLORIDA: 


Section 1: It shall be unlawful for any person, firm, corporation or association, 
with intent to sel) or dispose of goods, warcs, merchandise, securities, service or any- 
thing offered by such persen, firm, corporation or association, directly or indireetly 
to the public, for sale or distribation, or with intent to increase the consumption 
thereof, or fo induce the pnblic in any m-nner to enter into any obligatibn relating 
thereto, or to acquire title thercto, or an interest therein, to make, publish, dissemi 
nate, circulate or place before the public, oz cause, directly or indirect!y, to be made, 
Pudiished, Aissominared, cireuinted or placed before the public withw the City of 
Miami in'a newspaper or other publication, or in the form of a book, notice, hand- 
bill, poster, bill eirenlar, pamphict or letter, or in any other way, an “advertisement 
of any sort regarding goods, wares, merchandise, sccurities, service or amything so 
H offered to the public, which advertisement contains any assertion, representation or 

-statement of fact which is untrue, «deceptive or misleading. 





‘i Scetion 2: It shall be nnlawful for any person, firm, corporation or association, 


in ee a, for sale any goods, wares, merchandise, securities, service or anything 

offered by such pérson, firm, corporation or association, to use any word, figure, or 

sign which is therein used falsely or frandulently conveys, or is intended to convey, 

the meaning that the thing so advertised has greater value or is intrinsically worth 

—_ “2 aaa aa for in Miami ata greater price, than the price so presently 
erti 





Section 3: It shall be no defense to a prosecution under the provisions of Sec- 
tion 2 that the advertising upon which the prosecution is based represents the opinion 
| of the accused as to the value, unless it is clearly stated in such advertisement that 

the representation as to value therein contained is a matter of opinion and not a 
i statement of fact. 

Section 4: The words ‘value’ and “ worth’? as nsed in Scetion 2 herein shall 
be held and construed to mean the prevailing market price at which “the thing is 
regularly sold in Miami. 

Section 5+ It shall be unlawful for any person, firm, corporation or association, 
by means of any newspaper, magazine, tircular, form letter, or any other publication 
or any billboard, eard, label, book, notice, handbill or other advertising medium what- 
soever, to advertise, call attention to or give publicity to the sale of any merchandise 
or commodity which is second-hand or used, or which is defective or blemished in 
any manner, or which has been rejected by the manufacturer thereof as not first- 
class, anless ‘nape conspicuously | Soya directly in connection with the name 

such ommodity, a direct and nnequivoeal state- 
ment, phrase or Se which will cneteg indicate that such merchandise or commodity 

















THE COMPARATIVE PRICE ORDINANCE 


The new ordinance follows: It should be noted that the ordinance carries an emergency clause and is in effect from the 
ge: ‘The penalty for violation is a $500 fine or imprisonment for a period not exceeding sixty days, or by 


date. of its pam 
both such fine and imprisonment, in the discretion of the court. 


#0 advertised is second-hand, used, defective, blemished, or consists of ‘seconds, 
has been rejected by the manufacturer thereof, as the fact shall be. 

Section 6: It shall be unlawful for any person, firm, corporation or ass: 
engaged in the business of selling goods, wares, merchandise, securities, ser 
real estate to advertise the sale of the same unless it shall be stated in the adve 
ment of such sale, clearly and unequivocally, that said person, firm, corpora 
association advertising such sale of goods, wares, merchandise, securit 
real estate is a dealer in the same; provided, however, that the advertise 
sale of any goods, wares, merchandise, securities, service or real estate, in such 
as to make it plainly apparent therefrom that the person, firm, corporation or asso- 
ciation so advertising is actually engaged in the business of selling such goods, war: 
merchandise, securities, service or real estate as a business, shall be deemed a suf! 
ecient compliance with the terms of this ordinance 








Section 7: It shall he unlawful for any person, firm, corporation o¢ association 
to knowingly publish, disseminate, circulate or place before the public, orc 
dircetly or indirectly, to he published, disseminated, circulated or placcd before the 
publie within the City of Miami, Florida, any advertisement of sale of goods, war 
merchandise, securities, serviecs or real estate for any person, firm, corporation ¢ 


ng goods, wares, merchandise, securit 
e advertiscment of such 
on or association advertising 
rvice or real estate, is a dealor in t 
the 








association engaged in the husiness of se 
service or real estate unless it shall he stat 
and unequivocally that said person, firm, corp¢ 
xale of goods, wares, merchandise, accuvities, se 
same; provided that the publication, disse mination, circulation or plac ing befor 
public or any adverfisement of the sale of any goods, wares, merchandise, secur 
service or real estate, in such form as to make it plainly apparent therefrom ¢ 
the person, fiem, corporation or association so advertising is actually engaged in the 
Lusiness of selling. snch goods, wares, merchandise, service or real estate as 
ness, it shall be deemed a sufficient compliance with the terms of the ordinar 

Section 8: Any person, firm, corporation or association violating th is ordina 
or avy of its provisions, sections or parts of sections, shall, upon conviction, be pur 
ished by a fine not exceeding $500.00 or imprisonment for a period not exceed 
sixty days, or by both such fine and imprisonment, in the discretion of the Court 

Section 9: Nothing in this ordinance shall be construed to allow any p * 
firm, corporation or association to violate any law or ordinance of the City of Minn a 

+ laws of the State of Florida 

Seetion 10: All laws and parts of laws in conflict 
ordinance are hereby repealed. 

Section 11: In the event any section, sub-section, sentence, clause or phr id 
this ordinance shall be declared or adjudged invalid or incompetent, such adiu 
tion shall in no manner affect the other sections, suh-seetions, sentences, clauses 
phrases of this ordinance, which shall be in full force and effect, as if the » 
anlvsection, aentence, clause or phrase sa declared or adjudged invalid or unconst 
tutional was not originally a part thereof 

Section 12: This ordinance is hereby 
the ground of urgent public need for the preservation of peace, health, 
property of the City of Miami 

PASSED on its first reading by title only the 16th dav of February, 

8 on its second reading in full and ADOPTED the 9th dar of March, 


in tl 
























with the provisions of this 








declared to be an emergency meas _ 
safety avd 


A.D. 1971 





A. D. 1931, 
ATTEST - 
H. E. ROSS, City Clerk C. H. REEDER, Maror. 
Published March 12th, 3931, and heeame effective on publication 
Pt 























We, the undersigned merchants, readily agree to aid and support the city government of Miami in the enforcement of this ordinance 


and pledge our efforts to prevent any act which may constitute a misuse of this kind of advertising, so that greater reader confidence in 
comparative price advertising may result. 


Burdine’s 
Hirsch- Fauth Furniture Co. 
44 Biscayne Ronlar 
Railey-Milam Hardware Co. 
27 Weet Flacter Street 
S. Ernest Philpitt & Son 
© Southeast First Street 
Miami Rug Co. 

223 South Miami Avenue 
Cromer-Cassel’s 
Southern Stores Corp. 
Piggly Wiggly--Handy-Andy 
Field’s, Inc. 

946 East Flacler Street 
Gordon’s 
138 East Flagler Street 


Eleanor Shop 
E. First Si 


Miller Dress Shop 


50 East Placler §) 


Nordell’s Millinery 


40 Last Flagler Street 
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Jules 
14 Bast Flagier Street 
Florida Power & Light Co, 
Nathan’s 


12 East Flagler Street 


The Alray Shoppe 


417-119 Venetian Ares 
Kiddie Klothes Shop 
76 East Flagler Street 
Middleton, Tne... Jew eler 

7 Fast Flagler 


W. T. Grant Co. 


9-15 East Flagler Street 


A. ae, Ine. 


63 Fast Established 1890 


siauanlts Jewelry Store 
Established 27 Years 
Cowen-Nankin Shoe Stores, 


ne, 
59 Fast Flagler Street 


National Family Store 
41 East Plagter Street 


Joseph's, Inc. 

74 East Flacter Street 
Thirfty Women Like 4o Shop 
at Faymus Fay’s 
24 North Miami Avenue 


Jarrett Coffee Co. 


807-11 N. W. Miemi Court Dist Date 


Hart Hardware Co. 
809 N. EB. First Street 


Tip-Top Grocery 
Miami's Market Conter 
26 N. W. Sixth St 27 N. W. Fifth St. 
Dixie Tire Co. 
101 8S. W. First Street 


Pan American Furniture Co., 
iT 
110-112 Went Flacter Street 


Wess Paint Store 


137 West Placier Street 


Walk-Over Boot Shop 


277 EB. Flagler St. 


United Manufacturers Agts. 
ma re, 


N. E. Second A 


Rahal-Jepeway 


255 F. Flacter St 


Irvines, Inc. 


198 N. F Serond Are. 


Charlotte, Ine. 
252 Riersyne Bed. 
Cunningham-Rhodes 
Jewelry Co. 
a8 N. F. Pilest Ave. 

S. & G. Men’s Shop 
15 N. EB. Second Ave. 
Vogue Gown Shop 
231 E. Flagler St 


Harry Simons, Ine. 
307 BK. Flagler St. 


Lorraine Children’s Bootery 
2 


% Lorraine Arcade 


Bronner Furniture Co. 
N. BE. Second Ave. at Ninth St” 


I. C. Helmly Furniture Co, 
9190.1418 N. Miami Avenue 
Samet’ s Dress Shop, Inc. 
~T N. Miami Are. 

Civie Lunch, Inc. 
oN. W. First St. 
Grossberg’s 


Everething In Ladies’ Wear 
198 N, Miami Ara 


Cohen Bros. 
Men's Wear 

208 N. Miami Ave. 
Romley’s 

Fine Men's Weer 

8 W, Flagler &¢. 

Raymond Ward 
ladies Fine Shoes 
4 W. Flagler St 


Frank T. Budge Co. 


5S F. Flagter St 


Sraeel & Jabaly 


Delinestors of hie 
990 Lineoin Road, Minmi ‘Bese 
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Hardware Age Original Window Suggestions 














START THE SEASON 
WITH A NEW LINE 


or SPORTING 
EQUIPMENT 
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The Hardware Age Original 


HE spirit of outdoor play 
——_ the windows for 
this week. Sporting goods 
are the playthings of the grown- 
ups, so let us get as much sug- 
gestion of play and outdoors as 
possible into these windows. 
The arrangement is governed 
largely by the placement of the 
HarpwareE AGE interchangeable 
display fixtures, which is easily 
discernible in the diagrams. 
These give a remarkably well 
balanced and pleasing effect to 
our windows. More window 
trimmers are sending to the win- 
dow display editor for the in- 
struction sheet for building the 
fixtures than ever. But let us sug- 
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gest a suitable color arrangement. 

Artificial grass covering the 
plateaus on the floor of the win- 
dow will have a favorable effect 
by suggesting outdoor sports. To 
further carry out the idea of open 
air play suppose we use a pale 
yellow or buff for the back- 
ground panels. This will be re- 
lieved with a stronger yellow card 
with brilliant green lettering for 
the poster in the center. All this, 
with white tennis balls and mer- 
chandise of various tones, will 
give a pleasing effect. 

When it comes to the toy win- 
dow we must consider our pros- 
pective customers in a somewhat 
different light. The youngsters 


will be more susceptible to 
brighter colors. This is taken 
care of without much trouble by 
the merchandise. The thing for 
us to do is to arrange it so that it 
will not be a confusing mass of 
clashing colors. Play up your 
reds and yellows, but have their 
opposites present also: green and 
blue. 

Toys are such small units that 
care should be taken to keep the 
window from presenting a disor- 
derly appearance. This layout 
will help if followed closely. The 
big poster in the background is 
the center upon which the display 
is built. Notice the way the mer- 
chandise swings under and 
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RA COMPLETE LINE 
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AND INSTRUCTIVE 
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around it. The eye takes in the 
merchandise and the message in 
its natural swing. 

The display at the back may 
be built up with the aid of pedes- 
tals or shelves on brackets fast- 
ened to the background panels. 

Both of these windows may be 
adjusted for smaller or larger 
windows by simply removing or 
expanding the side fixtures. 
These side fixtures may also be 
swung inward if you do not wish 
to eliminate them entirely. 

Remember to give your price 
tickets ample consideration. 
Have them uniform in design and 
color and see that their copy is 
prepared in a way that will in- 
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spire sales. On page 36 you will 
find an article dealing with price 
tickets and an example of a ticket 
for this season of the year. 
Successful merchandisers real- 
ize the importance of consistent 
window displays, used in con- 
junction with intelligent adver- 
tising in newspapers or direct-by- 
mail matter or both. If you have 
no other means of advertising 
you have one of the most impor- 
tant mediums—your windows. 
Do not underestimate their worth 
if used properly. Do not, how- 
ever, expect them to do a good 
job of selling if they are neg- 
lected, even partially. It is the 
merchant who trims a fresh win- 


1} Window Display Suggestions 


dow regularly on a weekly or 
every-other-week basis that gets 
the steady customers as well as 
the new ones. This series of arti- 
cles gives you the means of hav- 
ing effective displays ALL the 
time. They are planned to pre- 
sent in turn all departments of the 
business. The thinking has been 
done for you—all you have to do 
is to place the merchandise on 
view according to the suggestion. 
With the display fixture this be- 
comes particularly easy. 

Five other window suggestions 
are to be found on pages 28 and 
29 of this issue—actual photos of 
windows that were used success- 
fully by other hardware stores. 
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FFECTIVE win- 
Ek; dow displays re- 

inforced by lib- 
eral use of newspaper 
advertising and no 
other form of advertis- 
ing are depended on 
by the King Hardware 
Company of Atlanta 
as selling forces. 

Although it does 
some wholesale busi- 
ness, its main business 
is retail, which is han- 
dled through fourteen 
outlets —the main 
store, which occupies a 
large space in the cen- 
tral district, and thir- 
teen branch stores 
placed in community 
centers, these stores 
catering to different 
classes of trade. 

J. T. Braswell, the merchan- 
dise manager, gives a lot of atten- 
tion to his sporting goods depart- 
ment, although this doesn’t mean 
that sporting goods are the com- 
pany’ main line. To begin 
with, Atlanta is a good sports 
town. Although an inland city, 
many local sportsmen hunt and 
fish in south Georgia and Florida. 
There are about fifteen club and 
municipal golf courses here, and 
the fact that Bobby Jones is an 
Atlanta product has made the 
game very popular in his home 





town. 
Mr. Braswell always makes his 
displays timely. When Jones 
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won his fourth major champion- 
ship, The King Hardware Com- 
pany had a Jones window in its 
leading store and several of its 
branches. There was a Bobby 
Jones enlarged portrait against a 
background of complete golf 
equipment from balls to clothes. 


Makes Store Headquarters 


He also keeps in close touch 
with all the local club and pub- 
lic tournaments, and gives prizes 
to the winners. He tries as far 
as possible to make his store 
headquarters for golf enthusi- 
asts. 

Some of Mr. Braswell’s ideas 
resemble those of the department 


stores. The most successful win- 








A swimmer gave demonstrations in the King Hardware Company’s window. 


Windows and Ads 
Sell for King 


in Atlanta 


dow he ever designed showed a 
demonstration of bathing suits. 
A young woman demonstrated 
suits twice a day in the window. 
Appropriate accessories were 
shown in the background. 

“The public likes to see mer- 
chandise in action,”” Mr. Braswell 
said, “rather than in a dead, in- 
active display, however attrac- 
tive. Some of the people who 
saw the bathing suit demonstra- 
tion came in and demanded the 
very suit the young woman wore, 
with the result that she had to re- 
tire and make the necessary 
change.” 

Seasonal displays are, of 

(Continued on page 64) 
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LEGAL 


POINTS 


FOR THE RETAIL 


MERCHANT 





Danger of Undervaluing 
Goods Shipped « m- Customer 


’ 


HERE a retail merchant 
sells ‘a bill of goods, with 
e understanding that 


he will ship them to the custom- 
er, he should for his after pro- 
tection in case of loss of the 
goods in transit insist upon de- 
tailed shipping instructions. 
And, needless to say, the mer- 
chant will be bound at his peril 
to obey the instructions given by 
the customer, and liable for loss 
caused by his failure so to do. 

However, in the absence of in- 
struction, the law will usually re- 
quire that the merchant use ordi- 
nary care in protecting the cus- 
tomer’s interests in making the 
shipment. And this rule has been 
held to cover the placing of a 
proper valuation upon goods at 
the time they are shipped. And 
now let us examine a case of this 
kind, which arose under the fol- 
lowing facts: 


Merchant Undervalues 
Shipment 

Here a New York merchant 
sold a bill of goods to a cus- 
tomer who lived in New Jersey, 
in the sum of $95.43. The cus- 
tomer paid cash and directed that 
the goods be shipped to him in 
New Jersey, which the merchant 
agreed to do. Following this, the 
merchant shipped the goods by 
express, which was proper 
enough considering their nature 
and value, but here’s the nub of 
the case, the valuation placed on 
the goods was only $50. 
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LESLIE CHILDS 


One of a series of articles 
on your liability as a mer- 
chant by Leslie Childs 


The goods were lost in ship- 
ment by the express company, 


‘ and when this fact became known 


the customer directed the mer- 
chant to ship a duplicate order. 
The merchant complied with this 
request and the goods reached the 
customer all right, but the latter 
refused to pay for this second 
order on the ground that the mer- 
chant had been negligent in plac- 
ing an undervaluation on the lost 
order. 

In other words, upon the loss 
of the goods shipped under the 


first order the express company 
was liable only for $50, the valu- 
ation placed thereon, when the 
goods were actually worth 
$95.43. In this situation it was 
clear that either the merchant or 
the customer stood to lose the 
difference, or $45.43. <A law- 
suit followed, and in passing 
upon the question raised the court 
quoted from the New York Sale 
of Goods Act, as follows: 

“Unless otherwise authorized 
by the buyer, the seller must 
make such contract with the car- 
rier on behalf of the buyer as 
may be reasonable, having re- 
gard to the nature of the goods 
and the other circumstances of 
the case. If the seller omit so to 
do, and the goods are lost or 
damaged in course of transit, the 
buyer may decline to treat the 
delivery to the carrier as a de- 
livery to himself, or may hold 
the seller responsible in dam- 
ages.” 

In the light of the foregoing, 
the court next turned to the ques- 
tion of whether the merchant had 
made a reasonable contract with 
the express company by placing 
a $50 valuation upon goods actu- 
ally worth $95.43. In reasoning 
upon this, and in finding in favor 
of the customer, the court said: 


What the Court Decided 


“Tested by these principles, 
the plaintiff's (merchant’s) case 


must fall. He limited the car- 
(Continued on page 55) 
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That 
Inferiority 
Complex 


by SAUNDERS NORVELL 


F you should have the privi- 
lege of visiting George the 
Fifth, King of England, Em- 

peror of India, Defender of the 
Faith, etc., he would not enter- 
tain you by boasting about his 
social standing. If you should 
call on Henry Ford, he would 
not attempt to sell you on the 
idea that he knew how to make 
cheap automobiles. If you had 
called on the late George East- 
man, we are quite sure he would 
not have attempted to impress 
you with the fact that he knew 
something about making cam- 
eras. Tiffany & Company, the 
famous jewelers, use very mod- 
est advertisements. They prob- 
ably use more “white space” 
than any other advertisers in this 
country. By this I mean they 
will take an entire page in a 
magazine, and their advertise- 
ment will read something like 
this: 

TIFFANY & COMPANY 

PEARL NECKLACES 
New YORK 


Just that, and nothing more. 
They do not state that their pearl 
necklaces are better or cheaper 
than anybody else’s pearl neck- 
laces. They take it for granted 
that a concern with the reputa- 
tion of Tiffany does not have to 
say a word about the quality of 
their goods, or compare their 
quality and prices with others. 

All this leads up to the well 
known fact that an inferiority 
complex is almost always dis- 
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played by an individual trying 
to make a great impression on 
the very point on which he knows 
he is weakest. For instance, a 
coward will talk about all the 
brave things he has done. The 
average man does not do this be- 
cause courage in most men is 
taken for granted. For a man 
to tell how brave he is, and boast 
of his exploits in time of danger, 
always makes a bad impression 
upon his audience. 

An honest man takes honesty 
for granted. No one but a crook 
goes around telling the world 
how honest he is. These things 
are so well known that there are 
many axioms carrying out this 
idea. Shakespeare, in one of his 
plays, has a character who doubts 
the honesty of another, say: “The 
lady doth protest too much.” We 
all remember the story of the 
man who stopped at the door of 
the convention hall. The orator 
was in full blast, spellbinding. 
This man asked the colored door- 
man who the speaker was. 
“Well,” said the doorman, “per- 
sonally I don’t know just who he 
is, but he sure is recommending 
hisself very highly.” , 

All of the above line of glit- 
tering generalities leads up to a 
few casual and more or less per- 
tinent remarks on modern adver- 


tising. Having the inferiority: 


complex idea in our minds, as we 
study the advertising in the vari- 
ous papers and magazines, can’t 
we without much difficulty sepa- 
rate the solid, safe, well-estab- 
lished concerns, sure of their so- 
cial and business standing, from 
the “nouveau riche,” not sure of 
themselves, but attempting by 
professing too much to break 
their way into the best society? 
Just think of this, and with this 





thought in mind, study current 
advertising. 

A student of advertising can 
almost outline definitely the con- 
dition of an industry by the char- 
acter of the advertising of the 
various concerns in that indus- 
try. If an industry, for in- 
stance, is on a solid and firm 
basis, the advertising of the vari- 
ous concerns in that industry is 
temperate and moderate in tone, 
just as the conversation of the 
executives of the various con- 
cerns in that industry would be. 
There are no “scare” or “shock” 
advertisements. There are no 
unreasonable claims. 


Phases of Advertising 


Advertising in some of its 
phases has become so ridiculous 
that now we have magazines, 
such as “Ballyhoo” and “College 
Humor,” that are getting the 
major part of their fun out of 
the ridiculous claims of adver- 
tisements. This, to my mind, is 
a very bad phase for advertising, 
and as a friend of advertising I 
think I am doing it a service to 
write these lines. 

“Ballyhoo” is not refined. In 
fact, it is not beautiful. But in 
its take-off of modern advertis- 
ing it should do a world of good. 

After reading “Ballyhoo” my 
mind drifted to advertising in 
general. Then I picked up a 
piece of paper, and’ sketched a 
scene in a sales manager’s office. 
The sales manager, a stout gen- 
tleman, with several cigars stand- 
ing out prosperously from each 
vest pocket, and another cigar 
stuck in his ample countenance, 
is leaning back in his chair, puff- 
ing meditatively on his cigar and 
gazing at the ceiling. Across 
the table from the sales manager 
sits the advertising representa- 
tive of the business. Before him 
is a large block of paper. In his 
hand is a pencil. He is evidently 
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prepared to take down ideas. 
Under this picture that I 
sketched, imitating Peter Arno in 
the New Yorker, I just entered a 
short sentence: “How will we 
lead the world this week?” 
When finished, that cartoon 
looked pretty good to me. I 
laughed at my own idea. (This 
may be an inferiority complex.) 
I brought it down to our own ad- 
vertising manager, but he would 
not accept it for our advertising. 
He said it might be misunder- 
stood. However, he did say: 
“Let me have that picture, and | 
will sell it to some magazine for 
a good price.” So I passed him 
the picture and now I am waiting 
for the returns. 

Advertising, as a matter of 
fact, it seems to me, should pay a 
compliment to the intelligence of 
the reader. It should say, not in 
words, but in its impression, “it 
is not necessary for us to tell the 
whole story to an intelligent audi- 
ence like the readers of this pub- 
lication.” It should diplomati- 
cally give the reader the credit 
for at least average intelligence. 
But some advertising, in fact a 
great deal of our current adver- 
tising, almost clearly states: 
“We know the world is composed 
of a mass of morons. They 
haven’t the intelligence of a child 
more than fourteen years of age. 
We know this. Therefore we 
write our advertisements down to 
this level. If we should write 
better advertisements, we would 
not be understood. We would 
shoot over the heads of our 
readers.”” Now, this seems like 
a startling statement to make. 
But anyone who has studied ad- 
vertising at all could take the 
advertising of any number of 
concerns, analyze it, and see 
clearly that this advertising is 
prepared by experts with the 
great idea that it is intended for 
a world of morons. 
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But back of all this is another 
thought, and that is that in this 
world we usually get just about 
what we deserve. How do con- 
cerns with an inferiority complex 
get away with claims for their 
products or their achievements 
that are entirely beyond the 
bounds of reason? The answer 
is simple. In the great rush of 
modern times, and all the things 
that daily make a bid for our at- 
tention, our minds have become 
like the film of a moving picture. 
We register this or we register 
that, but we have ceased to pos- 
sess the art of thinking. Back 
of real thinking is analysis. The 
real thinker does not accept 
everything he hears or sees at 
face value. He investigates. He 
has a scientific cast of mind that 
does not accept until proved. 
But with a world of people who 
do not analyze, who simply ac- 
cept the impression that is made 
oftenest upon their minds, there 
we find the field for high-powered 
advertising. You can even tell, 
by studying advertising, when 
competition has become desperate 
in a certain industry. The ad- 
vertising in its claims and in its 
shrieking colors advertises this 
desperation. The idea is to hit 
the moronic mind so hard that 
instead of being only an impres- 
sion, the result of the ad will be 


like a steel stamp upon the brain 
of the reader. 

Does this kind of advertising 
go over? Our answer is that 
temporarily it does. But like 
anything else that is artificial, 
it does not last. You can’t keep 
up this kind of advertising 
month after month, any more 
than a singer in the opera can 
continue to sing high C through- 
out most of the opera. A high C 
continued indefinitely would 
drive an audience crazy. How- 
ever, in a highly competitive in- 
dustry, the salesmen of the vari- 
ous manufacturers call for more 
and more “high C” advertising. 
But what is the effect upon the 
trade? It is an unconscious ef- 
fect. Dealers reading this kind 
of advertising from day to day, 
and week to week, realize there 
is something wrong with that in- 
dustry. They lose confidence. 
They have no faith in its stabil- 
ity. Where there is so much 
shrieking, their feeling is that it 
is only a short time before a 
straitjacket will be necessary. 

Therefore, this article is writ- 
ten as a plea for less of the calli- 
ope, and more of pianissimo in 
the advertising field. We be- 
lieve this would be best for all 
of us—advertisers, publications 
and the long-suffering consumer 
as well, 





merchant. 
cheap an article is. 
good it is.”’ 


along this same line. 


dise. 





‘““Whenever I dabble in cheap merchandise I 
find I’ve made a mistake,”’ writes a mid-Western 
“No more am I interested in how 
What I want to know is how 


Thousands of other merchants are thinking 
They know their public, 


and their public is fed up on cheap merchan- 
This is one of several reasons why I am 


hopeful regarding the near future. 


—KE. B. T. 
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HARDWAR 
ADVERTISI 
SERVICE 
FOR THE 
WEEK 
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NG 





, itis forthe 


Lovely practical 
things that will be 
so welcome this 
M1 year. Gifts for her 
kitchen. They’re so 
necessary and she never gets 
enough—and all of the finest 
quality which assures long wear 
and satisfaction to their owner. 
You'll be surprised at the low 
prices at (Store Name) for such 
high grade things. 


(List Items 
With Prices) 


YOUR STORE NAME 


Bride 














Build Fences Now While 


Prices are at Rock 
Bottom ! 


Never in years have the raw 
materials used to make our fine 
fences cost so little. Their low 
prices as well as other produc- 
tion costs enable us to offer you 
our best grade fences at ex- 
tremely low prices. Build now 
while prices are at rock bottom 
and the cost of labor for erect- 
ing your fences is at a minimum, 


(List Items 
With Prices) 


YOUR STORE NAME 











HARDWARE AGE 


ADVERTISING SERVICE 


By Samuel Kalp 


HOW TO USE 


The illustrations, layouts and ads supplied with this service are especially 
planned to help every hardware store make its advertising more practical 
and effective by the liberal use of human interest illustrations. Copy is 
always supplied in so far as it is practical for use by all of our clients. 


The description and pricing of the items must necessarily be left to the in- 
dividual store in most cases. In writing the descriptions to give to your 
printer with the supplied ad layout keep in mind that brief, to the point 
descriptions are the most effective. The style, size, colors, unusual fea- 
tures or special economies effected by the use of the item should be given. 
If greatly reduced, it is sometimes desirable to show former as well as 
reduced price. If anv question arises concerning the use of these ads, write 
us. You’ll find us willing to help you sell more hardware at all times. 


HOW TO ORDER 


If you have local stereotyping facilities, request the compete sets of mats 
of all the advertising ilustrations on these two pages, incosing your check 
for $1.25. If you need mounted cuts order them by number given under each 
cut, listing the numbers in a column. Figure the charge of 35c. for each 
cut when less than ten cuts are ordered; when ordering ten cuts or more 
figure the charge at 30c. for each cut ordered. Inclose check with order, 
please—this saves bookkeeping of small amounts. Send all orders to 


HARDWARE AGE ADVERTISING SERVICE 
239 W. 39th St. New York City 


(All Ads Are Planned Six Weeks in Advance to Give You Ample 
Time to Order Illustrations) 





Thrifty Shoppers 
Are Hurrying to 
(Store Name) 


Everyone is talking about our fine 
values. High quality merchandise 
being sold at rock-bottom prices. 
That’s what a real bargain con- 
sists of—good quality at a low 
price. Join the thrifty and buy 
where you get the most real value 
for your dollars. 


' | 


Item with Brief 





wit Item with Brief 
Description and With Prices) Description and 


(List Items 


Price Price 








A Real Bargain 
in House Paint 


USE Here’s a House Paint that gives 
PAI NT | the best in Protection and Pres- 
PB ck ties ervation to your buildings that 

ebesee ceeeer” you can buy at any figure near 

| our price. It is one of the 
heaviest bodied ready mixed 
paints made. One gallon covers 
250 square feet and covers it 
well. Colors 


YOUR STORE NAME 
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SERVICE 

FOR THE 

Most Successful Hardware Merchants eeniiee 


Are Playing Up Quality as Well as Price! 













































Don’t miss these Wednesday specials. They’ll save you money. 
Each one represents a fine bargain that will help you get ready for 
summer at a lower cost. All first class quality merchandise from 
our regular stocks but specially priced for Wednesday Only. 





Happy Customers Tell 
Our Story 


Every day we are getting new 
customers who are sent to us by 
other happy satisfied shoppers 
who have found quality mer- 
chandise at (Store Name) at 
prices they can afford. We're 
mighty pleased ourselves to know 
we are furnishing high grade 
merchandise that will give peo- 
ple the wear and satisfaction 
they have a right to expect at 


(List Specials 
With Prices) 











Lunch Kit with a ’ Fair Prices. 

Vacuum Bottle Fielder Ss Glove 

Vacuum Bottle keeps A standard make and i 

liquids hot or cold 18 size Fielders’ gloves, (List Items 
to 20 hours. Easy to made of excellent quality i i 
clean, all steel, sanitary selected oil treated gen- With Prices) 
porcelain lining — nickel uine horsehide leather— 
plated cup and _ base, full leather lined—rein- 

metal lunch kit complete forced thumb seam, leath- 
with pint size vacuum * er lace at wrist, well YOUR STORE NAME 
dottle. padded, black or tan. 








For Your Boy 


A Bicycle 


What a bike for a real boy. It’s a beauty fin- 
ished in flashing red color with chromium plated 
—non tarnish—handle bars, sprocket and rims. 
Exceptionally well built with extra reinforcements 
to stand hard wear. Standard size with adjust- 
able seat as boy grows older. 28 x 1% in. 
tires. The kind of a bike you usually see at ° 
( ) Special Wednesday ( ). 





YOUR STORE NAME 


Mil 








Tennis Supplies of 
Quality—Compare ! 


We want you to compare our 
quality of tennis goods—observe 
the little things that distinguish 
our rackets as being exception- 
ally good and not just fair. Then 
compare our prices. You'll find 
it will cost you no more to buy 
your needs at (Store Name) 
where you know they will be 
right than you would expect to 
pay for ordinary merchandise. 


For Early Vacationists 
Who Want fo Save Money ! 


Buy your vacation needs at (Store 
Name) and you'll save enough to pay 
a substantial part of your trip. We've 
made a special effort to provide vaca- 
tion supplies of fine quality at prices 
you can afford. Look at these Bar- 
gains! 





(List Vacation Items with (List Tennis 
Brief Descriptions and Prices) Supplies With Prices) 


YoOuvuUR STORE NAME YOUR STORE NAME 
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A WEEKLY FEATURE 
OF HARDWARE AGE 





How’s we Hardware Business? 


by STEWART JAMES 


A trade digest of 
conditions affecting 
distribution of hard- 
ware and allied mer- 
chandise, gathered 
from trade areas of the 
entire country and pre- 
sented as a weekly fea- 
ture of Hardware Age. 
Mr. James interprets 
for hardware men, 
such basic factors as, 
crop outlook, freight 
ear loadings, circula- 
tion of money, build- 
ing progress, employ- 
ment, etc. He also deals 
with specific price 
trends, demand for 
merchandise, shortages 
and future outlook as 
reflected by his study 
of the national hard- 
ware market situation. 











April 12, 1932. 


Home and Garden Supplies 
Active 


‘fi YRAVELERS are reporting more 
signs of “traffic” and energy in 
the stores and offices of hard- 

ware men these days. The pronounced 

turn toward milder weather is help- 
ing greatly. Whether or not there 
is an increase of business on the 
ledgers, more people are shopping and 
more are actually buying them for sev- 
eral weeks past. There are signs that 
the habit is less prevalent of unneces- 
sary hard-times talk and _ behavior. 
People who have reasonably secure 
and paying jobs do not help themselves 
and their times by pulling long faces 
and by clamping shut their purses. 
Retail sales are centering chiefly on 
garden and lawn supplies, cleaning 
and repairing materials—including 
many tools—and on kitchen wares and 
housefurnishings. Sports equipment 
of the outdoor variety is in better de- 
mand, but chiefly, of course, in the 
medium or cheaper price ranges. Nat- 
urally, the outlying city and suburban 
stores, and those in the smaller towns 
or in agricultural areas, reap the 
greatest benefit from springtime ac- 
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tivities. Business continues dull in 
mill towns, and in the congested or 
apartment districts of cities. Even in 
better days, of course, the apartment 
dweller is not looked upon as a par- 
ticularly large prospect for spring 
hardware seasonables. 


Some Signs of Improvement 


Actual improvement in general re- 
tail business, seasonal perhaps, but 
none the less real, is being reported in 
the last few days. The increase is sig- 
nificant in the deposits of member 
banks as reported the last week in 
March by the Federal Reserve. Net 
deposits were up $98,000,000 and time 
deposits were up $5,000,000. In com- 
parison with the long decline through 
January and February, with only an 
occasional upturn in March, this is en- 
couraging. 

There is a feeling that employment 
will show an increase when figures are 
available, and that the balancing of the 
budget of the individual family has 
been largely accomplished. 

Steady curtailment of currency 
hoarding provides a considerable meas- 
ure of cheer. The Federal Reserve 
statement for the week ended March 
30 showed money circulation had 
dropped $44,000,000, the year’s largest 
weekly decline. 

Bank failures in March’ were at the 
lowest for any month since the 1929 
market crash, 40 institutions being sus- 
pended, according to the American 
Banker. In the week ended April 1 
eight closings were reported with one 
voluntary liquidation in which deposi- 
tors will get 100 per cent. Three banks 
reopened. Commercial insolvencies in 
March compiled by Dun numbered 
2951, with relatively small indebted- 
ness. This number was 8 per cent 
greater than in February, and 13.3 per 
cent larger than in March, 1931. 


Farm News and Prospects 


Little of comfort can be found in 
the farm situation, except by contrast 
with the industrial dullness prevalent 
in towns and cities. The farm home, 
of course, is provided with the chief 
necessities for its own maintenance, 
whether or not the farmer collects his 


debts or sells his produce. The value 
of his products, however, has fallen 
considerably more than the cost of the 
supplies he must purchase. Demand, 
both at home and abroad, for the 
farmer’s grain and cotton crops shows 
many signs of betterment. 

From some agricultural districts 
come reports that orders for seed are 
satisfactory, though there is hestitancy 
among dealers in granting too much 
credit. Farmers in some sections are 
having difficulty in finding means to 
purchase their ordinary needs of seeds 
and fertilizer, which is tending to hold 
down plantings. 

The winter-wheat crop seems to have 
been generally benefited by late snow- 
falls which furnished considerable 
moisture. 

Cotton planting was delayed, during 
late March, by unfavorable weather, 
and indications point toward reduced 
acreage. 


Reduced Public Buying Power 


The ability to buy on the part of the 
American consumer has dropped 42.7 
per cent since its peak in August, 1929, 
according to Bradstreet. The index 
now stands at 64.2 compared with 112.0 
in August, 1929, and 76.2 a year ago. 
The index is made up of three com- 
ponents: (1) Farm income, derived 
from crop and animal marketings, (2) 
factory payrolls, and (3) railway 
wages. Each factor is adjusted for 
seasonal variation, and the whole is ad- 
justed to allow for the latest figures on 
the cost of living. 

This “ability” index is of great value 
to sellers trying to properly measure 
their standards of sales volume and of 
prices. As Bradstreet points out, the 
public has been accused of everything 
from blind obstinacy to lack of patriot- 
ism because of its failure to buy goods 
on the 1929 scale. With retail prices 
of nearly all commodities cut to bar- 
gain levels, it has seemed to merchants 
that only a strange perversity must be 
keeping their customers from taking 
advantage of their current bargains. 
To all of the blandishments of cut- 
price advertising, many a consumer 
has only one reaction. “That’s a bar- 
gain, all right—but I haven’t the money 
to spend.” 
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Some “Ups” Relieve 
the “Downs” 


The picture of reduced earnings for 
American business becomes more com- 
plete as the 1931 annual statements ac- 
cumulate. Disastrous declines are so 
general that it is a relief to note that 
last year 143 firms (large enough to 
make a practice of published reports 
and representing various lines of in- 
dustry) reported higher profits than 
those of the previous year. Thirty- 
eight companies actually changed from 
a deficit to a profit, and 120 companies 
operated at a smaller deficit in 1931 
than in 1930, making 301 favorable 
changes in all, or 23 per cent of the 
total firms tabulated. 


Many of these companies were en- 
gaged in the production of so-called 
“specialties” rather than basic commo- 
dities, and many, because of their rela- 
atively small size, were able to read- 
just their operations to lower costs 
more promptly than the leaders in the 
same industry. 


Signs of Consumer Buying 


A late news item states that March, 
1932, sales of the F. W. Woolworth 
Company were off 2.1 per cent from 
last year, totaling $21,255,378 for the 
month. For the first three months the 
sales registered a drop of 3.8 per cent 
as compared with the same period of 
1931. The W. T. Grant stores reported 
March sales of $5,566,792, an increase 


of 4.3 per cent over last year. For the 
first three months of 1932 Grant’s sales, 
compared with the same period of 
1931, showed an increase of 8 per cent. 

Such showings instil a real confi- 
dence that there is today a lot of de- 
sire to. buy, and a lot of cash with 
which to buy, when the inducements 
of price, display and invitation are 
properly functioning. 


Traffic Trends and 
Car-Loadings 


In the first four weeks of March 
freight loadings throughout the United 
States reached a very slight increase 
over February, but suffered a decline 

(Continued on next page) 
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ONSIDERABLE interest centers in the 
items likely to be affected by the new 
excise taxes pending in Congress. Among 
these are arms and ammunition, sporting 
goods, cameras, jewelry, mechanical refriger- 
ators, radios, phonographs and automobile 
and motorcycle accessories. Recent announce- 
ment by one manufacturer advances his prices 
on split bamboo rods and on reels about ten 
per cent—the first upward change on this line 
for a long time. 

Rope and cordage manufacturers are 
pleased at the passing of the Philippine inde- 
pendence proposal by the House of Repre- 
sentatives. If this legislation goes through 
as contemplated, there will be successive an- 
nual reductions of the tonnage of native-made 
Philippine rope which is allowed to enter the 
United States free of duty, and one of the 
chief reasons for present depressed rope 
prices and output will be removed. Legisla- 
tion is also pending authorizing any State to 
shut out prison-made rope or other prison 
products manufactured in another State. 

Prices on linseed oil in certain sections are 
very competitive. The price war between 
distributers specializing in naval stores en- 
ables retailers to purchase their linseed oil 
several cents below the market. This con- 
dition is felt to be only temporary and will 
undoubtedly be cleared up soon. 

The National Electric Manufacturers As- 
sociation is starting an advertising campaign 


to educate the consuming public to insist on 
heater and lamp cords bearing the Under- 
writers’ label of approval at five-foot inter- 
vals. There is, of course, a large demand in 
these times for the cheaper quality cords. 

A particularly live item in recent selling 
has been steam pressure cookers. Jobbers 
featuring these have been able to price so 
that dealers can meet mail-order values, and 
some are reporting sales largely increased 
over last year. 

Garden fertilizer is moving in fine volume. 
In the hardware store this product ten years 
ago was almost unknown in package form. 
Now almost everyone with a garden uses it. 
This is the best season for sales and display. 

Mulch paper is another growing item for 
spring garden use, and is obtainable in con- 
venient and economical resale packages. 

Manufacturers of tacks and allied special- 
ties have announced new advanced schedules 
centering on a base price for all items, with 
uniform extras to be charged for various sizes, 
finishes and packages. Recent prices have 
been greatly demoralized, and the new effort 
is to stabilize values, and return a profit to 
manufacturers and the distributers. 

The market on lock sets and on general 
builders’ hardware remains firm after the re- 
cent advances, and the outlook is for steady 
prices even under the existing sub-normal 
demand. 
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of nearly 22 per cent from the traffic 
volume in March, 1931. A drop of 
23,516 cars to 561,118 loaded in the 
week ended March 26, compared with 
the preceding week, wiped out earlier 
improvement in the month. 

The trend of freight traffic for the 
first week of April was mixed. A few 
roads showed increases. Some carriers 
had less-than-seasonal declines, while 
others had larger decrease than in 
1931. Southwest freight movements in 
general were better, while the North- 
west was worse. 

Shippers of the country, through 
estimates just submitted to the Re- 
gional Advisory Boards, anticipate that 
carload shipments of the 29 principal 
commodities in the second quarter of 
1932 will be approximately 13 per cent 
below the actual loadings during the 
same quarter of 1931. 


Steel—and the Automobile 


Steel producers wish the automobile 
trade good luck in its intensive sales 
campaign now being launched, but are 
disposed to refrain from too rosy ex- 
pectations. They prefer to await ac- 
tual orders for steel that may result. 
In this, the steel mills are simply exer- 
cising sober judgment, for they have 
been fed with promises and predictions 
of automobile activity for just six 
months. 

Steel and pig iron production con- 
tinue to slip to successive low levels. 
Probably the best that can be said is 
that the leading companies have insti- 
tuted such operating economies that a 
return to a production basis reasonable 
to expect, say, 35 to 40 per cent, will 
permit profitable operation. 


Pointers in the News 


The estimated average number of un- 
employed workers in the United States 
in March was 8,000,000, or about 
300,000 less than in February, accord. 
ing to William Green, president of the 
American Federation of Labor. 

The Annalist Wholesale Commodity 
Price Index (1913=100) fell again to a 
new low of 90.4 on March 29, a loss of 
0.5 from the previous week and of 17.7 
from last year. The decline in cattle 
prices was largely responsible, together 
with continued weakness in cotton. 
The reduction was partly offset by 
higher prices on the grains, gasoline 
and finished steel. The monthly aver- 
age for March was down to 74.0, from 
76.3 in February, and from 99.8 in 
March, 1931. 

An amazing rate of shrinkage in a 
chief field for hardware distribution is 
shown in the residential building statis- 
tics of the Department of Labor cover- 
ing 257 identical cities. The peak of 
such building activity was in 1925, 
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when new homes were constructed for 
491,222 families. 

In 1926 new homes were constructed 
for 462,214 families, in 1927 406,095, 
in 1928 388,678, in 1929 244,394, in 
1930 125,322, and in 1931 new homes 
were constructed for only 98,178 fami- 


lies. 





Ingersoll Yankee Watch 
Back to Original Dollar Price 


* The price on the Ingersoll Yankee 
watch has been reduced to the. original 
figure of one dollar, and other reduc- 
tions have become effective on the en- 
tire line of Ingersoll watches. 

In commenting on the reductions, 
William H. White, president of the 
Waterbury Clock Co., Waterbury, 
Conn., said: “The reason we brought 
the famous Yankee dollar watch back 
to its original dollar price, marked the 
Climax wrist watch at a new low of 
$2.50 and reduced prices on all the 
other numbers in our line was, of 
course, to speed up our sales. We re- 
gard our move as the sort of step, 
which, if adopted by a good percentage 
of manufacturers, would speedily and 
surely bring back prosperity. We 
have deliberately set out to make In- 
gersoll products so attractive in 
quality, appearance and price that any 
buying resistance that might exist will 
break down.” 





The Chain Products Co. 
Issues New Price List 


The Chain Products Co., makers of 
Hodell chain and products, Cleveland, 
Ohio, has issued a new price list No. 
45, which supersedes all former list 
prices, and applies to the catalog now 
in use by the trade. The new price 
list became effective on March 15. 

A new catalog, which will contain 
full descriptions and illustrations of all 
of the company’s products, is being 
prepared. 





March Montgomery Ward 
Sales Reflected Decline 
of 20.1% 


Sales of Montgomery Ward & Co. 
for March were $14,053,973, against 
$17,601,123 for March, 1931, a decline 
of 20.1 per cent. For the first three 
months of the year, sales averaged 
about $12,700,000, and totaled $38,045,- 
393, a drop of 23 per cent from the 
1931 total of $49,466,336. A part of 
the drop was attributed by financial 
observers to the changes now being 
carried out in the company’s opera- 
tions, and to the closing of unprofitable 
stores. 





How Railroad Earnings 
Affect National Prosperity 


The importance to national pros- 
perity of the purchasing power of the 
railways and their employees is stressed 
editorially in the current issue of the 
Railway Age. Likewise there is pointed 
out the close relationship which exists 
between this purchasing power and 
the level of railway net earnings. 

“In 1926,” says the publication, “the 
railways earned a return of 5.0 per cent 
upon their investment, the highest 
figure in any year since the World 
War. In that year railway purchases 
of equipment, materials and supplies 
averaged $5,303,000 daily and the rail- 
way payroll averaged $8,193,000 daily. 
In other words, the total purchasing 
power of the railroads and their em- 
ployees amounted, on the average, to 
$13,496,000 each day. 

“In 1928 railway earnings dropped 
to 4.7 per cent on investment. Rail 
purchases fell to $4,182,000 daily, and 
rail wages fell to $7,820,000 daily, a 
total per day of $12,002,000. In 1929, 
the rate of return earned by the rail- 
ways -increased to 4.8 per cent. In 
keeping with this increase, the average 
daily purchasing power of the rail- 
ways and their employees rose to $12,- 
756,000. 

“In the last two years there have 
been drastic declines in railway net 
earnings, the return earned on property 
investment amounting to 3.3 per cent 
in 1930 and to less than 2 per cent in 
1931. Likewise, the average daily pur- 
chasing power of the railways and their 
workers dropped to $11,060,000 in 
1930 and again to $8,191,000 in 1931. 

“The reductions in railway purchases 
have in turn reduced the sales of and 
the wages paid by those who normally 
sell to the railroads 23 per cent of the 
country’s bituminous coal production, 
20 per cent of the lumber output 19 per 
cent of the fuel oil produced, 17 per 
cent of the iron and steel tonnage pro- 
duced, and numerous other materials 
and supplies. Through the reduction 
in the railway payroll, practically every 
industry in the country has been af- 
fected. 

“Railroads are large buyers and em- 
ployers, when earnings permit. When 
they cannot buy or employ normally, 
all other lines of business suffer. This 
close relationship between railway 
earnings and business in general points 
an obvious moral: that any measure 
which will improve the railway situa- 
tion will have far-reaching beneficiat 
effects upon the nation as a whole.” 
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CENT-A-SHELL TAX BILL 
BELIEVED DOOMED TO DEFEAT 


(From our Washington Bureau) 
Following a three-day hearing on the waterfowl situation 
before the Spetial Committee on Conservation of Wild Life 
Resources, it appears that the cent-a-shell tax bill is a dead 


issue. Although the measure, 
resentative McCormick, was 
not up for consideration at the 
hearing, it inevitably was con- 
sidered. Most of the provi- 
sions and probably the entire 
bill is doomed to defeat. It is 
likely nothing will be done 
with it at the present session 
of Congress. 

It also appears that the 
proposed federal $1 license 
fee plan, suggested by many 
who opposed the cent-a-shell 
tax, is also doomed—at least 
for the present session. Sen- 
ator Hawes, as well as a num- 
ber of the 100 witnesses, 
pointed out that resentment 
against federal interference 
with States’ rights has in- 
creased greatly, not only from 
the States but from members 
of Congress and many federal 
officials. Washington is said 
not to be so keen for central- 
ized power, as it has had 
enough of its own grief with- 
out taking additional worries 
belonging to the individual 
States. 


COORDINATED ATTACK 


The most devastating and 
coordinated attack on the 
cent-a-shell tax came from the 
Sporting Arms and Ammuni- 
tion Manufacturers Institute 
‘of New York. Most of the 
witnesses, including  sports- 
men, urged a federal license 
plan. At the same time the 
cent-a-shell tax was vigorously 
urged by a number of wit- 
nesses, especially Col. Arthur 
Foran, general manager, More 
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which was introduced by Rep- 








Game Birds of America 
Foundation. The bill was 
drafted by the Biological Sur- 
vey at the Foundation’s re- 
quest, though the Biological 
Survey made it clear that it 
did not approve the bill. 

In brief, the protest of the 
Sporting Arms and Ammuni- 
tion Manufacturers Institute 
included the following points: 
“It is estimated that this tax 
will reduce the volume of 
sales of the industry from 25 
per cent to 331/3 per cent 
below the present volume, 
which volume is approximate- 
ly 40 per cent less than the 


*1928-29 volume. 


“Based upon the sales price 
to the jobbing trade, this bill, 
if passed, will constitute a tax 
approximately 50 per cent 
upon the jobber’s cost of am- 
munition and 33 1/3 per cent 
upon the cost of ammunition 
to the retailer. Such an in- 
crease in cost of ammunition 
under present economic con- 
ditions is of course unbeliev- 
able and not in keeping with 
the purchasing psychology of 
the public at this time. 

“If the bill should be 
passed, the migratory water. 
fowl shooter is certainly bene- 
fiting more than any other 
type of hunter, but the bur- 
den is placed upon all other 
forms of hunting, including 
the trapshooter and including 
the farmers interested in 
either hunting or the control 
of predatory animals or birds 
and vermin on the farm.” 

The Institute also attacked 
the bill as being impractical 
of operation, indefinite as to 
purpose, dangerous in prin- 





ciple, and questionable in le- 
gality. It was also said that 
the Institute does not believe 
the bill will ever produce the 
results claimed for it. 





M. E. W. A. DIRECTORS 
MAKE MEETING PLANS 


A conference of regional 
group representatives, which in 
effect will be a convention of the 
Motor and Equipment Whole- 
salers Association, will be held 
in Chicago, Ill., from June 20 to 
24, at the Edgewater Beach Ho- 
tel. B. W. Ruark, general man- 
ager, Motor and Equipment 
Wholesalers Association, Chi- 
cago, Ill., made the announce- 
ment following a recent meeting 
of the directors of the organ- 
ization. 

Issuance of a series of leaf- 
lets on a monthly basis over a 
twelve-month period, for solidi- 
fying jobber and dealer inter- 
terests throughout the country 
and the preliminary plans for 
the annual convention at De- 
troit, Mich., in December, were 
among the subjects discussed at 
the session. 

Following the national asso- 
ciation directors’ meetings, F. HI. 
Suter, president, Great Lakes 
Automotive Jobbers Association, 
directed a meeting of his organ- 
ization, at which time business 
conditions in the automotive job- 
bing industry were described. 
O. L. M. Holen, vice-president, 
Credit Clearing House Adjust- 
ment Corp., Cleveland, Ohio, 
urged adoption by the associa- 
tion of the credit interchange 
plan. 


SELL HAGEN HARDWARE 


O. V. Hanson, Rochester, 
Minn., hardware merchant for 
the past 28 years, has purchased 
the Hagen Hardware Company 
stock, Mankato, Minn., which 
will be operated as Mankato 
Hardware. 


REMODEL HOCKER HDW. 


Extensive remodeling has tak- 
en place at the Hocker hardware 
store, 1245 Lafayette Avenue, 
Terre Haute, Ind., where new 
display panels and cabinets have 
been installed with indirect light- 
ing over display ledges. 





OLIVER BROS. TO MOVE 
TO NEW QUARTERS 


Oliver Bros., Inc., resident 
buyers for wholesalers of hard- 
ware, mill supplies and related 
lines, have announced the re- 
moval of their offices from 71-73 
Murray Street, New York, to 200 
Hudson Street, in the same city. 
The move, which is expected to 
be completed by May 1, is the 
fourth for the firm, which was 
founded in 1892. The need for 
additional space has prompted 
the change. 

The building housing the 
firm’s new tenth floor quarters is 
situated near the entrance of the 
Holland Tunnel and is a thor- 
oughly modern structure. The 
improved facilities are expected 
to enable the staff of fifty em- 
ployees to work with maximum 
efficiency. 

In Pittsburgh, Pa., the firm 
will continue to maintain a 
branch office located in Room 
1514 of the Clark Building. 





PFORSICH IS DISTRICT 
SALES MANAGER, AMES- 
BALDWIN-WYOMING CO. 


H. M. Pforsich, formerly vice- 
president of Hubbard & Co., 
Montpelier, Ind., and manager 
of the company’s plant in that 
city, has been appointed district 
sales manager for the Ames- 
Baldwin-Wyoming Shovel Co., 
Parkersburg, W. Va., with head- 
quarters in the Balboa Building, 
San Francisco, Cal. Mr. Pfor- 
sich is assisted by George W. 
Naylor, who was Pacific Coast 
district sales representative for 
the Wyoming Shovel Co. before 
the merger of the Ames, Bald- 
win, Wyoming and Hubbard in- 
terests, 


DISSOLVE PARTNERSHIP 


Dieckman & Hachmann dis- 
solved their partnership in the 
hardware business they conducted 
since 1926 in Bellevue, Iowa. 
John Hachmann will operate the 
business under the name Hach- 
mann Hardware. 





BERMAN OPENS STORE 


Maurice K. Berman has 
opened a hardware store at 137 
Parkway Road, Bronxville, N. Y. 
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SPORTING GOODS SALES TAX HAS LOOPHOLES ; 
OFFERS CHANCES OF EVASION SAYS ELLIOTT 


John R. Elliott, Kansas City, 
Mo., president of the National 
Sporting Goods Distributors’ As- 
sociation told HARDWARE AGE 
that the amendment in the gen- 
eral revenue bill of 1932 fixing 
an excise tax of 10 per cent on 
sporting goods has loopholes in 
it. It will be attempted to close 
them, he pointed out. Among the 
defects mentioned, which were 
said to offer chances of evading 
the tax, are references to “tennis 
rackets” and “shoes.” It was 
explained that apparently the 
rackets to be taxed are com- 
pletely strung rackets. They 
may be readily purchased as 
frames, he said, and then strung. 
In the case of shoes, it was 
stated, reference is apparently 
to sporting shoes. It was pointed 
out that shoes and spikes might 
be bought separately and the 
latter attached after the pur- 
chase by the buyer. 

Mr. Elliott said he did not 
think any great objection would 
be made to the tax itself, as high 
as it is for an excise tax. He 
explained that the proposed tax 
on football goals is an attempted 
tax on something that does not 
exist for taxing purposes, since 
the goals are built of lumber at 
gridirons. 


C. L. WASMER IS PRES., 
WASMER BOLT & NUT 


C. L. Wasmer, Cleveland, 
Ohio, has resigned as chairman 
of the board of the United Screw 
& Bolt Corp., Chicago, Il., and 
is now president of the Wasmer 
Bolt & Nut Co., Cleveland, 
Ohio. He succeeded John C. 
Wasmer, who has become vice- 
president and treasurer. C. L. 
Wasmer was president of the 
Cleveland Wrought Products Cov. 
previous to its merger with the 
present United Screw & Bolt 
Corp. 


WHEELER REPRESENTS 
WORTHINGTON PUMP 


Frank R. Wheeler has been 
appointed special sales repre- 
sentative of Worthington Pump 
& Machinery Corp., New York 
City. Mr. Wheeler, whose head- 
quarters are in Chicago, IIl., will 
cover the midwest territory, in- 
cluding Chicago, Ill.; St. Paul, 
Minn.; Kansas City, Mo.; St. 
Louis, Mo., and Detroit, Mich. 





ROSENBERG, KRUEGER 
FORM NEW FIRM 


Edward R. Krueger and A. 
Rosenberg have organized a sales 
company to operate under the 
name of Hardware Sales Co., 
with showrooms at 16 Warren 
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Street, New York City. The fol- 
lowing lines are handled by the 
company: Griffith Tool Works, 
Philadelphia, Pa., Germantown 
hammers; Rugg Mfg. Co., Green- 
field, Mass., steel and wood lawn 
rakes; U. S. Brass Novelty Mfg. 
Co., sprinklers; Brink & Cotton 
Mfg. Co., vises, grinders and bot- 
tle cappers, and F. L. Schneider, 
hand saws. 
F. W. HEITMANN CO. IN 
NEW HEADQUARTERS 


The F. W. Heitmann Co., 
Houston, Tex., has moved into a 
new reinforced concrete ware- 
house on North Main Street, 
having a floor space of 13,700 
square feet, which will be en- 
larged later. The company, which 
is one of the oldest wholesale 
hardware and iron distributors in 
the state, was founded in 1865 by 
F. W. Heitmann, father of F. A. 
Heitmann, now president of the 
firm. The company was incor- 
porated in 1903. 


WILL ENLARGE STORE 


March & Corning Hardware 
Store, Cedar Mills, Iowa, will 
erect an addition at the rear of 
its quarters. 


CONSOLIDATE STORES 


The stocks of the Boraas 
Hardware Co. and the People’s 
Hardware & Supply Co., both 
of Ada, Minn., have been pur- 
chased by the People’s Hardware 
& Supply Co., Inc. A. E. Ogard 
and J. J. Boraas will manage the 
new firm. 


CLOSING BUSINESS 


Griswold & Gray, Clifton 
Springs, N. Y., hardware firm, 
is closing out its business, which 
was established forty years ago 
by A. A. Raymond. 


SELL COLBY HARDWARE 


Hugo A. Krepsky recently sold 
Colby Hardware Co., Colby, 
Wis., to George Hartert of Mil- 
waukee, Wis. Joseph Runte, Mil- 
waukee, Wis., will manage the 
business for Mr. Hartert. 








OPENS NEW STORE 


W. J. Ryan has opened a hard- 
ware store in the Burgstahler 
Building in Cedar Mills, Minn. 





ROBERTSON PAINT, HDW. 
OPENS IN BIRMINGHAM 


The Robertson Paint & Hard- 
ware Co. has opened at 1910 


First Avenue, North, Birming- 
ham, Ala., as manufacturers, 
wholesalers and retailers of 








paints and hardware specialties. 
Officers are: President, C. L. 
Robertson; vice-president, W. A. 
Watts, and secretary and treas- 
urer, W. S. Webster. Mr. Rob- 
ertson has been in the paint man- 
ufacturing business in Birming- 
ham for 19 years. 





LOS ANGELES POT & 
KETTLE LADIES’ NIGHT 


Members of the Los Angeles 
Pot & Kettle Club recently held 
a ladies’ night program, with the 
object of enabling wives of mem- 
bers to become better acquainted 
before the convention of the Pot 
& Kettle Clubs, to be held in 
that city in July. Prudence 
Penny, editor, Home Economics 
Department, Los Angeles Ex- 
aminer, was speaker for the 
evening. 


RETIRES FROM FIRM 

Milan C. Astle has retired from 
the firm of Astle & Son, Mo- 
mence, IIll., hardware dealers. 
Mr. Astle had been associated 
with his father since 1909 in the 
firm. 


Cc. L. SEITH 48 YEARS 
WITH WORTHINGTON 
Chas. L. Seith celebrated 48 


years’ service with The Geo. 
Worthington Co., Cleveland, 
Ohio, on March 31. Mr. Seith 


is a director of the company and 
a well known buyer in the cen- 
tral west. 


8 MILWAUKEE STORES 
JOIN ACE HARDWARE 


The eight retail hardware 
stores in Milwaukee, Wis., for- 
merly cooperating as the Asso- 
ciated Hardware Stores, have 
joined the Ace Hardware Corp., 
355 West Ontario Street, Chi- 
cago, Ill., which makes the total 
membership of this organiza- 
tion 35. 


OPEN NEW BRANCH 


The Cussins & Fearn Co., Co- 
lumbus, Ohio, has opened an- 
other unit at 3510 N. High St. 





COMMISSION ISSUES 
CHAIN STORE REPORT 
(From Our Washington Bureau) 

The Federal Trade Commis- 
sion’s chain store report entitled 
“Sources of Chain Store Mer- 
chandise,” Senate document No. 
30, is now printed and may be 
obtained from the Superin- 
tendent of Documents, Washing- 
ton, D. C., at 15c. a copy. 


-| Westinghouse 








HARDWARE AND PAINT 
MEN HOLD MEETING 


Under the sponsorship of the 


National Lead Co., hardware 
dealers and master painters of 
Waltham, Mass., met March 31. 
Charles W. Hill, Walden, Mass., 
connected with the National 
Lead offices in Boston, was chief 
speaker. He pointed out that 
many master painters in the 
country are defeating the busi- 
ness slump by convincing prop- 
erty owners of the economic ne- 
cessity of painting. Walter E. 
Curtis and John E. Hobbs spoke 
at the program, Mr. Hobbs giv- 
ing technical demonstrations of 
paint products. 





CRIPPEN SELLS STORE 


C. L. Crippen, Trafer, Iowa, 
has sold his hardware store to 
G. W. Evans, formerly of Cedar 
Rapids, Iowa, who will operate 
the store with a plumbing, heat- 
ing and roofing business in addi- 
tion. 


WESTINGHOUSE SALES 
PROMOTION MEETING 


Recently 120 sales promotion 
managers of distribution for 
refrigerators at- 
tended a three-day session at 
Westinghouse Electric & Mfg. 
Co. headquarters at Mansfield, 
Ohio. Using the material and 
plans received at Mansfield, the 
sales promotion managers will 
start a program of dealer meet- 
ings. During the meetings 
speakers from the Westinghouse 
plant explained various tech- 
nical phases of electric re- 
frigeration promotion. B. C. 
Davison, manager of Commercial 
Refrigeration Service, and R. C. 
Cosgrove, manager of Commer- 
cial Refrigeration, led the tech- 
nica] discussions. 

Charts, serious and comic 
skits, dramatizations, lectures 
and maps were used to show the 
sales promotion men the plans 
the Westinghouse company has 
adopted as part of its spring 
campaign. Local newspaper ad- 
vertising and its value was 
stressed at the meeting. LeRoy 
Staunton, merchandise advertis- 
ing manager, and Ralph Leaven- 
worth, general advertising man- 
ager, East Pittsburgh, Pa., ex- 
plained the advantages derived 
from national advertising by the 
distributor and dealer. R. L. 
Sanner, sales promotion depart- 
ment, and Marshall Adams, sales 
promotion manager, were in 
charge of education features. 
Ten troops of men, with several 
carloads of scenery, film outfits 
and other equipment, will be sent 
out from Mansfield to aid in put- 
ting on these meetings. 
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SILENT GLOW BUYS MID- 
WEST OIL BURNER CO. 


-The Silent Glow Oil Burner 
Corp., Hartford, Conn., has pur- 
chased the entire assets of the 
Mid-West Oil Burner Mfg. Co., 
Chicago, Ill. The western com- 
pany’s equipment will be moved 
to the Hartford plant. The Mid- 
West company, of which Albert 
N. Page is president, had been in 
business four years, manufactur- 
ing burners for industrial work, 
including burners for installa- 
tions up to 20,000 square feet of 
steam radiation. 

With the acquisition of the 
Mid-West ‘line, the Silent Glow 
company will be making burn- 
ers for every purpose, from 
kitchen range and. water heater 
up to large industrial plants. 
Production will continue at the 
Chicago plant for three months 
before transfer is made to Hart- 
ford. Mid-West products will 
hereafter be known as the Silent 
Glow-Mid-West burners. The 
Silent Glow company is now nine 
years old and has sales offices in 
Chicago, Ill.; St. Paul, Minn.; 
Montreal, Canada, and a branch 
factory at Montreal. 

Officers of the company are: 
President, R. M. Sherman; 
chairman of the board of di- 
rectors, Arthur L. Shipman; vice- 
president, Charles B. Cook; 
treasurer, L. S. Kroto, and sec- 
retary, H. P. Riordan. 





PAINT MANUFACTURERS’ 
ASSN. WINS AWARD 


The 1931 award of the Ameri- 
can Trade Association was made 
at a dinner at the Waldorf- 
Astoria, New York City, April 5, 
to the American Paint and Var- 
nish Manufacturers’ Association 
as the organization which last 
year rendered the best service to 
“the public, its own industry and 
industry at large.” The decision 
was written by Secretary of 
Commerce Lamont, a member of 
the jury. 

Addressing the afternoon ses- 
sion held at the Hotel Pennsyl- 
vania, Benjamin Schwartz, gen- 
eral counsel, Institute of Scrap 
Iron and Steel, declared that the 
principle of free competition 
guaranteed by the anti-trust laws 
has produced a continual waste 
of natural resources, dwindling 
of profits and suffering of labor. 

He urged wider powers for 
trade associations to balance 
production with consumption to 
assure a reasonable return on in- 
vestment and to maintain a 
steady level of employment. 





TO MOVE BRANCH STORE 

The Fabritz Hardware Co. will 
move its Oskaloosa branch to 215 
High Avenue W., upon com- 
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pletion of alterations and_in- 
stallation of new fixtures. The 
Fabritz company, with headquar- 
ters at Ottumwa, Iowa, recently 
took over the Oskaloosa store, 
formerly operated by Cobler 
Bros. at 323 High Avenue W. 





KREHMKE OPENS STORE 

Art Krehmke, Scottsbluff, 
Neb., has opened the Krehmke 
Hardware Co. on East Fifteenth 
Street. 


ISSUE DATA ON GENERAL 
CONSUMER MARKET 


Newest available data indicat- 
ing the location, size and pur- 
chasing power of domestic mat- 
kets for the products of Ameri- 
can industry are presented in a 
report, “General Consumer Mar- 
ket Statistics,” made public by 
the Department of Commerce 
April 14. 

The report is published as the 
first supplement to the “Market 
Data Handbook of the United 
States,” recently made available, 
and was prepared by Charles B. 
Eliot, Domestic Regionai Divi- 
sion, under the direction of E. 
F. Gerish. 

Following the general set-up of 
the “Market Data Handbook,” it 
brings up to date statistical in- 
formation relating to the con- 
sumer market section. The 
handbook represents one of the 
most comprehensive collections 
of marketing information ever 
brought together in one volume. 
The general consumer market, 
the farm market, and the indus- 
trial market are each treated sep- 
arately and in great detail in this 
volume. 

Approximately how much 
money the people of a given sec- 
tion maintain in the bank, what 
proportion of them file income 
tax returns, how many automo- 
biles they own, the number of 
wholesale and retail outlets that 
serve them, are a few of the fun- 
damental factors entering into an 
appraisal of marketing possibili- 
ties which this new supplement 
brings together. 

Population, both city and ru- 
ral, are shown for each county 
in the country as of the 1930 
census count. Value of manu- 
factured products, value added 
by manufacture, and worth of 
mine output are reported on the 
basis of 1929 returns. Savings 
deposits, postal receipts and users 
of telephones are also reported 
in terms of counties. 





OBITUARY 


OTTO KAMPFE 


Otto Kampfe, 87, North Bell- 
more, L. I., who, with his brothers 
Frederick and Richard, was said 
to be inventors of the safety 
razor, died March 24 at his home 
in that town. For many years the 
brothers manufactured the razor 
under the firm name of Kampfe 
Bros. in New York City. 





N. A. SILLIMAN 


Nelson A. Silliman, 54, and 
his wife died April 5 at their 
home in New Canaan, Conn, Mr. 
Silliman, who with his brothers 
Joseph and James was a mem- 
ber of the firm of Silliman 
Hardware Co., New Canaan, 
arose early in the morning and 
went to the store, where he pro- 
cured a rifle and bullets. It is 
believed that Mr. Silliman shot 
himself and his wife in a mo- 
ment of despondency, caused by 
his own ills and those of his 
wife, who had been confined to 
her bed for the past four years. 

Mr. Silliman had been active 
in religious affairs and in fra- 
ternal activities. 





FRANCIS E. DRURY 


Francis E. Drury, 81, one of 
the founders and former presi- 
dent and chairman of the board 
of the Perfection Stove Co., 
Cleveland, Ohio, died at his win- 
ter home in Augusta, Ga., April 
3. In 1888 he was one of the 
organizers of the Cleveland 
Foundry Co., which a few years 
later began to manufacture vil 
stoves. Some time ago the or- 
ganization adopted its present 
name. 


W. J. HILL 


W. J. Hill, 74, manufacturers’ 
agent, operating in Minnesota 
and Iowa, died recently follow- 
ing a brief illness. He joined 
Simmons Hardware Co., St. 
Louis, Mo., in 1895, traveling in 
Nebraska, Kansas and Wyoming 
for ten years. Mr. Hill then en- 
gaged in other business, return- 
ing to the hardware field as a 
manufacturers’ agent in 1917. 

His daughter, Mrs. Ralph 
Knight, Minneapolis, Minn., will 
carry on her father’s business at 
945 Andrus Building, Minneapo- 
lis, Minn. 


T. M. NESBITT, SR. 


T. M. Nesbitt, Sr., 63, secre- 
tary, Moore-Handley Hardware 
Co., Birmingham, Ala., recently 
died at his home in that city. 
Mr. Nesbitt, who had been with 





the company since 1913, was 
especially active in credit asso- 
ciations, having served in various 
capacities with several local as- 
sociations. 


LUTHER T. WARD 


Luther T. Ward, 68, first vice- 
president and one of the founders 
of Geller, Ward & Hasner Hard- 
ware Co., St. Louis, Mo., whole- 
sale and retail business, died 
March 26 at his home in Uni- 
versity City, Mo. He worked 
with several hardware firms in 
St. Louis, later going with the 
Simmons Hardware Co., which 
firm he left in 1902 to help or- 
ganize the Geller, Ward & Has- 
ner organization. Mr. Ward was 
president, University City Bank 
& Trust Co. and an organizer and 
member of the local public 
school board. 


CLINTON C. DIETRICH 


Clinton C. Dietrich died March 
8 at his home in Lynbrook, L. I. 
For many years he was with Igoe 
Bros., Brooklyn, N. Y. He was 
one of the founders and partners 
in Dietrich, Scobell Co. Mr. 
Dietrich later became a manufac- 
turers’ agent. He was at one 
time secretary of the Hardware 
Boosters. 


WILLIAM D. JONES 
William D. Jones, 63, San Ber- 


nardino, Cal., hardware dealer, 
who had been in ill health for 
more than a year, killed himself 
recently, in a moment of des- 
pondency, it is believed. 


J. FRED STEWART 


J. Fred Stewart, 68, president 
and secretary, Stewart & Benson, 
Inc., Buffalo, N. Y., died recent- 
ly following a heart attack. Since 
1881 he had been in the hard- 
ware business in Buffalo. 


L. R. HARTLEY 

L. R. Hartley, sales repre- 
sentative, The L. S. Starrett Co., 
Athol, Mass., died March 21 at 
his home in Dayton, Ohio. He 
had been with the sales depart- 
ment of the company for many 
years. 


JAMES A. BIRCH 
James A. Birch, for twelve 
years a salesman for the Smith 
Bros. Hardware Co., Columbus, 
Ohio, died in that city March 25. 
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Marvin’s Store Meetings 


(Continued from page 32) 


replied, cheerfully. “‘Anyhow,” 
she added, “‘it’s a good thing the 
subject came up. We can at 
least establish a policy for our- 
selves.” 

Half an hour later she had 
prepared a tabulation of the va- 
rious systems reported, and had 
placed it on Mr. Marvin’s desk. 
“It’s really better than I antic- 
ipated,” she said. “There’s at 
least a clear majority for one 
particular method. That will 
give us a good basis to work on.” 

“I had intended to handle the 
meeting myself this week,” said 
Mr. Marvin thoughtfully, “but 
under the circumstances it may 
be wiser to follow the regular 
schedule. It’s Van’s turn, isn’t 
it?” “Yes,” said May, “and it 
looks as though he won’t have 
much to do. I'll tell him to be 
ready.” 

The following evening when 
the employees assembled at the 
usual time, Van Davis was in his 
place at the “speaker’s table.” 
At his right on the portable 
blackboard was a copy of the 
tabulation covering the replies to 
Mr. Marvin’s letter. As soon as 
they were all seated, Van arose 
and said: “This evening we will 
continue the discussion, in re- 
gard to the prices the store 
should charge the employees for 
goods. Mr. Marvin has his re- 
part ready, and I will now call 
on him to present it.” 

“If you will look at the black- 
board,” said Mr. Marvin, “you 
will see an analysis of the 50 
replies I received to my letter 
asking hardware dealers about 
their employee price policy. You 
will note that there is no general 
system in vogue. Seven mer- 
chants sell to their employees at 
invoice cost; one adds 5 per 
cent; 26 sell at cost, plus 10 per 
cent; 4 add 20 per cent and two 
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add 25 per cent to their cost. One 
dealer writes that he charges a 
small advance over cost. Three 
ask their employees to pay full 
retail price; two give a 10 per 
cent; two a 20 per cent, and two 
a 25 per cent discount from the 
retail price. Perhaps you will 
be interested in having me read 
extracts from a few of the letters. 
Here is one from a Minnesota 
dealer: 

Until four years ago, our 
employees were charged 20 
per cent above laid down costs 
and some of them were buy- 
ing from our competitors. We 
changed to 10 per cent over 
cost which seems very satis- 
factory to all. 


“One of my Ohio friends writes 
as follows: 

If it is in a promotional 
line such as electric ranges or 
refrigerators, we sell the item 
to our employees at actual 
cost as delivered in our ware- 
house. In other lines we sell 
them at cost plus 10 per cent. 
We believe our plan is satis- 
factory, because we think that 
the more our employees use 
our merchandise, the more 
familiar they are with it and 
hence the better equipped to 
sell it. ) 


A well known Virginia dealer 
says: 

“Tt is our opinion, and we 
constantly practice it, that em- 
ployees should be sold goods 
at 20 per cent above actual 
cost.” 


Here is one from way out West: 
“We sell goods to our em- 
ployees at 25 per cent advance 
over the laid in cost. This 
covers the overhead and a very 
small percentage.” 


Another dealer in the same state 
writes: 





“We sell merchandise to 
our employees at delivered 
cost plus 20 per cent. Our 
rule is that all employees pay 
their accounts promptly at the 
end of the month.” 


Here’s one who says: 

“We charge our employees 
the regular retail price. We 
pay the highest wages for store 
help and see no reason why 
they should not pay regular 
prices.” 


Another writes: 

“We give our help a 25 per 
cent discount on everything 
they buy from us. That gives 
them a very good average 
price and works out satisfac- 
torily.” 


Here’s one from an old friend of 
mine who has still a different 
viewpoint: 

“Tt has always been our cus- 
tom to_sell merchandise to our 
employees at our exact cost. 
We believe that it pays as they 
all seem to appreciate getting 
goods at cost, and we feel 
amply repaid in the extra 
efforts they put forth in selling 
merchandise for us.” 


I'll read you just one more. It’ 
is from a fine New England deal- 
er whom I have known for many 
years. He says: 

“Until recently I have al- 
ways sold goods to my em- 
ployees at cost. I considered 
it good policy to help them in 
every way possible, as we all 
know that retail clerks are not 
over paid for the hours and 
service they give. 

“Recently due to poor busi- 
ness conditions, I have felt it 
necessary to charge 10 per 
cent above cost.” 


“T think that gives you a fair 
cross section of the viewpoints 
expressed. While the tabulation 
of replies shows no_ general 
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policy, yet you will note that 
over half of these merchants have 
adopted a policy of adding 10 
per cent to their laid down cost. 
I'd like to have an expression of 
opinion from you fellows on the 
subject.” 

Jim Daley was first to respond. 
“Mr. Marvin,” he said, “would 
you mind telling us what you 
consider your average price to 
us is at present?” “Well,” said 
Mr. Marvin, “as I explained at 
our last meeting, there has been 
no regular system employed. I 
would say, however, that the 
average is somewhere around 5 
per cent over our laid in cost.” 

“In view of the letters you 
have read,” Jim resumed, “I 
would say that 5 per cent is not 
enough advance, particularly at 
this time. Would 10 per cent 
above laid down cost be satisfac- 
tory to you?” 

“IT would prefer not to answer 
that question, Jim, until we hear 
from the others,” said Mr. Mar- 
vin. “You will remember that I 
did not bring this subject up. In 
the final analysis it is one which 


TABULATION OF 50 LETTERS FROM HARDWARE MERCHANTS ON 
EMPLOYEE PRICE POLICY 


Cost Cost Cost Cost 

Plus Plus Plus Plus 

Cost 5% 10% 20% 25% 
7 1 26 a 2 


Small 
Advance 
Over Retail 10% 20% 25% 


Cost Price Discount Discount Discount 
. » 9 9 


x 3 2 2 2 





the owner of a store must decide, 
but I am willing to try any basis 
you fellows suggest. As I said 
before, I have only been charg- 
ing somewhere around 5 per cent 
on the average.” 

“T agree with Jim that 5 per 
cent is not enough,” said Charlie 
Hanson. “So do I,” Van Davis 
interposed. “I’m sure we all 
do,” said May Garvin. “TI there- 
fore move that the Marvin em- 
ployees respectfully suggest to 
Mr. Marvin that their purchase 
prices be advanced, and that they 
further suggest the addition of 
10 per cent to the laid down 
costs.” 

“Second the motion,” said 
Charlie Hanson and Bill Higgins 
in the same breath. The vote 
which followed was unanimous 
and hearty. “Thank you,” said 
Mr. Marvin. “Your voluntary 
action in this matter is a source 
of great pleasure to me. [ shall 





Danger of Undervaluing Goods 
(Continued from page 43) 


rier’s liability to $50. He sacri- 
ficed the defendant’s (custom- 
er’s) right of indemnity to the 
extent of almost one-half of 
the value of the shipment. He 
did this when full indemnity 
could have been procured by an 
additional payment of ten cents. 

“That was not a reasonable 
protection of the interests of his 
principal. The plaintiff's argu- 
ment, if sound, would require us 
to hold that the acceptance of a 
like limitation would be reason- 
able if the value had been 
$1,000. Precedent and reason 
forbid that conclusion. The sell- 
er who puts the buyer at the 
mercy of the carrier must pro- 
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cure the buyer’s approval, or as- 
sume the risk himself.” 

So the merchant was com- 
pelled to bear the loss resulting 
from his undervaluation of the 
goods when making delivery to 
the express company. And, while 
fortunately the loss was not large, 
the case constitutes a striking ex- 
ample of the possible danger to 
a merchant in situations of this 
kind, where the matter of plac- 


accept your suggestion, reserving 
the right, however, of making 
some exceptions if deemed ad- 
visable. In some of the promo- 
tional items I may wish to charge 
you less. Mr. Chairman, I move 
we adjourn.” 

“May,” said Van Davis to 
Miss Garvin as they prepared to 
leave the store, “we’ve got the 
best Boss in this town. He’s a 
Prince.” “Indeed he is,” May 
replied. “That’s the reason he 
has such a fine bunch of em- 
ployees. Every one of them 
seemed eager to pay whatever he 
thought fair for their store pur- 
chases.” 

“Gee,” said Van, “I wish he 
owned a grocery store, too.” 
“Why?” May asked. Van 
grinned. “My dear,” he said 
pompously, “I expect to be in 
the market for foodstuffs one of 
these fine days. We can’t live 
on love.” 


ing a valuation upon goods is 
not covered by contract but left 
to his judgment. 

It follows that the placing of 
an ftnadequate value upon goods 
being shipped to a customer in 
cases of this character would 
seem a false economy, especially 
when the total value might be 
covered by the payment of a few 
cents extra. Truly, here is a 
point well worth having in mind 
when shipments are being made 
under similar circumstances to 
those in the case reviewed. 





Mr. Childs’ next article in this series on 
Your Liability as a Merchant will appear 


in our issue of May 26th. 


Watch for It. 
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Eveready Adds Two 
Numbers to Its Line 


No. 2640 is a 
2 cell tubular 
light while No. 
2617, is a 2 cell 
focusing spotlight. 
Fittings for both 
lights are nickel 
plated. Heavy 
brass cases are 
finished in dura- 
ble black, with 
line reeding. List 
prices, No. 2640, 
49c. and No. 2617, 
75c. Illustration 
shows carton for 
No. 2617, contain- 
ing ten units. A 
similar display carton is also offered for the No. 2640. The 
National Carbon Co., 30 E. 42nd St., New York City. 








Mack’s Anti- 
Aircraft Gun 


barrel. #. fF. 
Mack & Bro., Inc., 
200 Fifth Avenue, 
state that it is 
safe, harmless, au- 
tomatically fed and violates no State 
or community laws. Can be fired 
continously until entire roll of pa- 
per ammunition is fired. Decorated 
in red and green with nickel-plated 
barrel. Stands 12 in, high, 7 in. 
long and 5 in. wide. Suggested 
retail selling price, $1.50 each. 
Dealer cost, $10.80 per dozen. 
Made for H. F. Mack & Bro., Inc., 
by Langson Mfg. Co., Chicago, II]. 









Clean Up and Paint Up Campaign Cards 


These two window cards, in four brilliant colors, measur- 
ing 14 in. x 22 in., are being sold by the National Clean Up 
and Paint Up Campaign Bureau, 2201 New York Ave., N.W., 
Washington, D. C., at ten cents each in lots of five or more 
cards, to cover cost and handling. “Catch Up with Repairs 
Now” is the slogan of a card showing a house with the front 








Help to Relieve Umemployment- 


Petar US 
ca, 














tix UP MODERNIZJI 


s NOt 








Has a recoiling © 





cut away. The slogan, “Clean Up, Paint Up, Modernize and 
Repair Now,” is on the other card shown. There are twelve 
other designs of window cards, a poster showing Uncle Sam 
introducing the property owner and the workman, and many 
window trims, banners and other sales helps. The poster is 
sold in quantities at five cents each, by the bureau. 





Ford Fire 
Detector 


Is a compact device to warn 
against fire. The Fire De- 
tector Co., Inc., Chrysler 
Bldg., New York City, states 
that it is unobtrusive, silent, 
fool-proof and that it plugs 
into an ordinary electric 
socket where it remains using 
no current, until times of need. 
Rings at 130 degrees. The 
maker states that it makes a 
tremendous noise when fire 
comes and keeps it up, that it has no soldered parts to melt 
in heat and that flame cannot impair its efficiency. Gong is 
of special alloy hot-pressed steel. 











Hypo Insect 
Spray Gun 

Made of seamless brass tubing, chromiuni 
plated, as durable as a tire pump and capable 
of applying a pressure of 65 lb. to the square 
inch, says the Sawyer Chemical Corp., 151 
W. 64th St., New York City. Equipped with 
hypodermic needle with perforations and with 
head for external use, which are interchange- 
able. Hypodermic needle is for using in in- 
terior of furniture, etc. Pump is of double 
action type. Recommended by the maker for 
use with Hypo liquid, for destruction of flies, 
moths, ants, roaches, bedbugs, fleas and other 
household insects and their eggs. It is said 
to be entirely harmless to human beings and 
to be odorless and stainless. The gun will force the liquid 
10 inches inside of upholstery of all kinds, says the maker. 
List prices: Hypo gun, $1.25; Hypo liquid, quarts, $1.40; 
pints, 80c., and gallons, $4. in attractively colored containers. 
Dealer discount, 40 per cent. Gun is filled by removal of 
attachment and insertion of head of gun into liquid. Handle 
is then pumped gently. Attractive circulars are available. 








Franklin File 
and Tool Holder 


No. 50 equipped 
with steel winged 
screw; finished in 


black glossy Japan. 
The Franklin Tool 
Co., 506 Genesee St., 
Buffalo, N. Y., states that it will hold perfectly, files of all 
sizes and shapes from the smallest up to 14 inch mill file, 
as well as twist drills, gimlets, hack saw blades, screw drivers 
and all tools with shanks less than 34 in. square, round or 
flat. Weight per dozen, 34% lb. List price per dozen, $2.00. 
Represented by Central Sales Agency, 415 S. Crouse Ave., 
Syracuse, N. Y. 
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Solid back (patent-pending) 
—stronger and better looking. 


THE FIRST 
PHOTOGRAPH 









The Remington 
Standard American 
Dollar Pocket Knife 


of this established FAVORITE 


Here’s the first picture we ever published of the 
Remington Standard American Dollar Pocket 
Knife. This knife has been constantly adver- 
tised, but we have kept its looks a secret in order 
to force those who wanted to see it to ask their 
hardware dealers to show them one. Evidently 
this method has proved successful because it is 
now the largest selling knife of its type in the 
world. 

Dealers who took up our plan and made this 
knife a leader to stimulate interest in the cutlery 
department have been amply repaid in extra 
profits. Others can do the same thing. It’s no 
exaggeration to say it’s the greatest value ever 


offered. Three blades, nickel silver linings, and 
a patented construction in which the back, bol- 
sters, and linings are in one solid piece. The 
solid back is a unique feature that interests 
everyone. It adds appearance and strength. 
The Remington Dollar Knife comes in two 
blade combinations--R100B as illustrated, or 
R100A with a pen blade in place of the punch 
and a sheepfoot blade in place of the spey. 
We’re going to sell a lot of them this spring 
and summer. You might just as well get your 


share of this business. 
Your jobber will supply A arr 22e, 


you. President 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Digby 4-2300 


Manufacturers of Arms, Ammunition and Cutlery 


© 1932 R. A. Co. 





The Greatest Value Ever 


Offered—The Remington Standard American Dollar Pocket Knife 
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Shelf display space given to DAZEY 
churns now pays well. Show several differ- 
ent sizes! Home buttermaking has in- 
creased with the decline in butterfat 
prices. DAZEY is known and familiar to _ Dazey Sharpit 


° R All-purpose household 

Sha: . Requi 
people everywhere. In high quality of Sharpener. 5.207) ES 
ener of its type. 


materials and scientific principle of opera-  $255,.°4 ‘3;£4P5. 
wheels. Attractively fin- 


tion, it stands alone. Sold only through _ ished in rust-proof clec- 
jobbers and dealers. Made in sizes to suit with removable, reves 
everyone’s need—2 quart to Io gallon. In 

many regions DAZEY electric churns are 


selling splendidly. 

















» V4 Endorsed by Good Housek Institute, Stat 
=e | Agietudl Caleges ond tds Gannon 
Ai 3 everywhere. 


DAZEY CHURN AND MANUFACTURING CO. 


Recommend DAZEY CHURNS 
ST. LOUIS for mixing PAINTS, LACQUERS 
and PASTE — A NEW FIELD! 































ON THE OUTSIDE 
LOOKING IN— 


Even the inquisitive youngster with 
snub nose pressed against your window 
is a prospect for a pair of skates or a 
camp axe. 
The commuter, the farmer, the house- 
wife, all who pass your windows judge 
pie you and your merchandise by your 
window displays. 
“Business goes where it is invited—,” 
and you will find the window display 
ideas appearing constantly in HARD.- 
WARE AGE of great assistance. 
Don’t neglect your best invitation to 
new and increased business. 




















Durfee Does a Good 
Toy Business 
(Continued from page 35) 


part to the cordial manner in which 
they are welcomed. Mr. Durfee is al- 
ways glad to show people around and 
show them the stocks he carries 
whether or not they make any pur- 
chases or not. No one is allowed to 
work in the store who does not adopt 
this attitude. Each person is ex- 
pected to take sufficient pride in the 
store itself and in the displays to be 
glad to show them without using any 
high pressure salesmanship to make 
sales. Everyone is welcomed in this 
manner. Though children may be 
somewhat destructive if allowed to 
run loose in the toy department, it is 
considered better policy to show a 
real welcome to the children and by 
supervision to keep the destruction 
down to the lowest point than to take 
too effective methods to keep these 
children out. 

Bicycles are sold the year round 
and these are also repaired and ad- 
justed at the store. This brings a 
great many boys to the store who 
as they grow older and have need of 
other things that are sold there will 
eo there for these. In the same way, 
the children who now visit the toy 
department will soon have grown up 
and will have a favorable impression 
of the store if they have been treated 
with sufficient tact while they are vis- 
iting the toy department. 

The toy department is proving a 
success in this store in spite of dif. 
ficulties and ig adding to the prestige 
of the store. It is a matter not only 
of making good displays, of having 
good stocks and of having a toyland 
in the basement, but also of handling 
the children who are attracted to the 
department. The number of children, 
of course, is greater in proportion 
than would be the case in a down- 
town store to which these children 
could not easily walk. 


Sheffield Issues 
25 Page Catalog 


The Sheffield Bronze Powder & Stencil 
Co., Cleveland, Ohio, and Toronto, Can- 
ada, has issued an attractive 25 page book, 
showing its products in colors. In addi- 
tion, there are shown merchandising dis- 
plays available to dealers. 
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Globe Midget 
Television Set 


In cabinet of size of usual 
midget broadcast _ receiver. 
Pictures appear on ground 
glass screen 4 x 5% in. Illu- 
minated scale and_ control 
knobs below screen. Comprises 
metal chassis receiver employ- 
ing seven tubes together with 
the —80 full wave rectifier. 
Power pack for full A.C. oper- 
ation. Televisor consists of syn- 
chronous motor, with framing 
and synchronizing accomplished by turning one knob. Motor 
has an arrangement of rings and brushes for current supply 
connections, to enable turning in either direction without 
limit for ready framing and synchronizing. Employs 60 line 
lens disc, in combination with crater neon lamp, for project 
ion. Cabinet 16%4 in. x 14% in. x 24% in. Made in 
walnut, attractively finished. Globe Television & Phone Co., 
Starrett-Lehigh Bldg., 26th St. and 11th Ave., New York City. 








STATEMENT OF THE OWNERSHIP, MANAGEMENT, CIR- 
CULATION, ETC., REQUIRED BY THE ACT OF 
CONGRESS OF AUGUST 24, 1912, 

Of HARDWARE AGE, published weekly at New York, N. Y., for 

April 1, 1932. 
State of New York, County of New York, ss. 

Before me, a Notary Public _in_ and for the State and county 
aforesaid, personally appeared E. P. Beebe, who, having been duly 
sworn according to law, deposes and says that he is the Assistant 
Treasurer of the Iron Age Publishing Co., publisher HARDWARE 
AGE, and that the following is, to the best of his knowledge and 
belief, a true statement of the ownership, management (and if a 
daily paper, the circulation), etc., of the aforesaid publication for 
the date shown in the above caption, required_by the Act of 
August 24, 1912, embodied in section 411, Postal Laws and Regu- 


lations, printed on the reverse of this form, to wit: 

1. That the names and addresses of the publisher, editor, man- 
aging editor, and business managers are: Publisher, Iron Age 
Publishing Co., 239 W. 39th St., New York City; Editor, Llew S. 
Soule, 239 W. 39th St., New York City; Managing Editor, Charles 
J. Heale, 239 W. 39th St., New York City; Business Manager, 
Geo. H. Griffiths, 239 W. 39th St., New York City. 

2. That the owner is: (If owned by a corporation, its name and 
address must be stated and also immediately thereunder the 
names and addresses of stockholders owning or holding one per 
cent or more of total amount of stock. If not owned by a corpo- 
ration, the names and addresses of the individual owners must be 
given. If owned by a firm, company, or other unincorporated con- 
cern, its name and address, as well as those of each individual 
member, must be given.) United Publishers Corporation, 239 W. 
39th St., New York City. 

Stockholders of United Publishers Corporation owning in ex- 
cess of 1 per cent: United Business Publishers, Inc., 239 W. 39th 
St., New York, N. Y. 

Stockholders of United Business Publishers, Inc., owning in 
excess of 1 per cent: C. S. Baur, Flushing, L. I., N. Y.; George 
H. Buzby, Philadelphia, Pa.; Anna B. Frank, Pleasantville, N. Y.; 
Fritz J. Frank, Pleasantville, N. Y.: Lee, Higginson & Co. (Part- 
nership), New York, N. Y.; C. A. Musselman, Philadelphia, Pa. ; 
A. C. Pearson, Montclair, N. J.; Lelia C. Pearson, Montclair, 
N. J.; Frederick C. Stevens, 325 West End Ave., New York, N. Y.; 
(A) Frederick C. Stevens Co., 23 Prospect Terrace, Montclair, 

Note (A)—Stockholders of Frederick C. Stevens Co.: Velma S. 
Stevens, 325 West End Ave., New York, N. Y.; F. C. Stevens, Jr., 
325 West End Ave., New York. N. Y.; Velma I. Stevens, 325 West 
End Ave., New York, N. Y.: Frederick C. Stevens, 325 West End 
Ave., New York, N. Y.; Ruth S. Kane, Montclair, N. J. 

3. That the knowa bondholders, mortgagees, and other security 
holders owning or holding 1 per cent or more of total amount of 
bonds, mortgages, or other securities are: (If there are none, so 
state). None. 

4. That the two paragraphs next above, giving the names of 
the owners, stockholders, and security holders, if any, contain 
not only the list of stockholders and security holders as they 
appear upon the books of the company but also, in cases where 
the stockholder or security holder appears upon the books of the 
company as trustee or in any other fiduciary relation, the name 
of the person or corporation for whom such trustee is acting, is 
given; also that the said two paragraphs contain statements em- 
bracing affiant’s full knowledge and belief as to the circumstances 
and conditions under which stockholders and security holders 
who do not appear upon the books of the company as trustees, hold 
stock and_securities in a capacity other than that of a bona fide 
owner; and this affiant has no reason to believe that any other 
person, association, or corporation has any interest direct or in- 
direct in the said stock, bonds, or other securities than as so 


stated by him. 
E. P. BEEBE, Assistant Treasurer. 
Sworn to and subscribed before me this 1st day of April, 1932. 
({sEAL] Julia C. H. Allen, Notary Public, New York County. 
Julia C. H. Allen, Notary Public, New York County, Clerk’s 
No. 36, Register’s No. 4A-28. 
(My commission expires March 30th, 1934.) 
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A Special 60 Day Offer! 


A rare opportunity. Secure an adequate stock of the 
best known, fastest selling Levels made and receive 
FREE another outstanding product that you can sell 
quickly and profitably. With each dozen of 


SAND’S-STEVENS 
Quick Selling Line and 
Surface Levels No. 355 


ordered at the regu- 
lar price of $4.00 per 
dozen, cash with or- 
der (retail price 50 cents each), you will receive 


FREE 


10 Household Packages of the 
Famous WOLVERINE Brand 
Assorted Flint Paper 














which retails readily at 10 cents per package. | 
You receive 

COST SELL AT 
12 No. 555 Levels $4.00 Doz. $6.00 Doz. 
10 Pkgs. Wolv. Flint Paper FREE $1.00 

$4.00 $7.00 Ss 
You invest $4.00—you make $3.00 margin. Order as 


many dozens as you can sell in a reasonable time. Re- 
member the FREE offer of Flint Paper is for 60 days 


only. 
SPECIAL 


In place of the No. 555 Sand’s-Stevens Line 
Level, you may substitute a $4.00 cash order for 
the following products manufactured by the 
Sand’s Level & Tool Co.: 


lg 





= 


Sand’s wood and aluminum levels 

Sand’s hawks: Aluminum, Redwood. 
California Sugar Pine. 

Sand’s floats: Cork faced or alumi- 
num. 





)——_q__ > 


@ 


Beers 


c 


= 


Send at once your order direct (accompanied 
by cash) for as many units as you can handle 
or order through your jobber. 


Prices and Discounts on Levels, W. Rose 
Tools, Flint Paper, Emery Cloth and Oxide 
Rolls Sent on Request. 




















' ¢ 


TTrTrrriitttrttLlLlLlCCCelr. 


ee eee eS sees sass 


Sand’s Level & Tool Co. 
Detroit, Mich. 


Please rush.......... dozen Sand’s-Stevens No. 555 Line and 


Surface Levels and Household packages of assorted Flint 


Paper as per your special Free Offer. 


Enclosed please find my check for. ..or Bill through my 


hardware jobber. 


Dealer’s Name 


Pet ee estes esses sees eee 
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The New 


BICKNELL 


Lawn Clothes Dryer 

PRESENTS 
Outstanding 
Advances... 


in design and con- 
struction. 














EYELETS 


(PATENT PENDING) 





POSITIVE LOCKING 
DEVICE 


(PATENT PENDING) 


Rustless metal 


Fg repe locking device. 
All 


eyelets prevent wear of clothes line. 


wood parts finished in water-proof aluminum by 
special dipping process to match the hot galvan- 
izing of metal post and castings. 








Sent to you complete with 
socket and post in sealed corrugated carton 


Made by manufacturers of nationally ac- 
cepted Bicknell Folding lroning Table, both 
quality products which every home will 
appreciate. 


Write for attractive prices 
for spring delivery. 


J. F. BICKNELL LUMBER CO. 
Worcester, Mass. 











Daisy Flying 


Top No. 90 
Consists of a neat 
pistol, which by 


means of a spring 
propels a_ colored 
disc into the air, to 
sail as high as 70 
feet. Disc built 
with slightly inclined propeller blades, causing it to rise into 
the air by the autogiro principle. List price, complete, two 
discs and pistol, 25c. Packed in attractive 7-color varnish 
finished display carton. Daisy Mfg. Co., Inc., Plymouth, 
Mich., states that owing to the light metal used in the disc, it 
cannot cause any damage, as it is just heavy enough to give 
the strength required, but not heavy enough to cause any 
harm to people or furniture. 








Stanley Packing Strap and Tee Hinges 


Are now packed in boxes at no additional cost. The Stan- 
ley Works, New Britain, Conn., states that they have the 
following advantages: Regular carton-packed goods as re- 
ceived from factory, without wired bundles of hinges to 
handle, enabling easier and quicker stock checking and sell- 
ing. Identified with the Stanley Red Tip. Carton or case 
quantities have been established after careful study of past 
orders, says the makers. 





“Night Watchman” 
Ventilator Lock 


Enables locking of 
window while _ partly 
open. O. E. Clark & 


Co., 1410 Calvert Ave., 
Detroit, Mich., states 
that it is rustproof and 
that it cannot be forced 
open and that it pre- 
vents windows from 
rattling. Twelve dozen 
in counter display. List, 
35c. per pair. Dealer 
discount, 40 per cent. 
Distributed by Subet 
Specialties, 601 Fisher 








Bldg., Detroit, Mich. - 





Pike Power Driven Bevelrite Grinders 

No. 19, for meat markets, hotels, restaurants and all trades 
using knives, cleavers, etc. Powered with universal motor, 
operating from any electric light socket, from 110-125 volts, 
D.C. or A.C., 25 to 60 cycles. Two Norton grinding wheels, 


J 





eight-foot extension cord with plug. List price, $12, com- 
plete. Extra grinding wheel, list $1 each. No. 20, for all 
trades using shears and for users of metal cutting snips, 
shears, etc. Beveled guide set in correct fixed position, says 
Pike Mfg. Co., Pike, N. H. Equipped with one Norton grind- 
ing wheel; list price, $10.50 complete. Extra grinding wheel, 
list price, $1. 
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Udylite Black 
Rust Japan 
Resistant Finish 














Hold Back Spring Hinges 


New Sizes and Prices 


Quick, powerful and long lasting action, with little or no dead 


center between the hold back and forward action of the spring 


---has made these Arcade Hinges always popular. 


AND NOW THERE IS A NEW ONE; smaller in size and 


lighter in weight with a substantial reduction in price---the new 


9208 hinge. Write for information and catalog. 


ARCADE "2772075 


ARCADE MANUFACTURING COMPANY, Freeport, Ill. 


WHY MAINTAIN PRICE? 


27 Years of Success and Leadership Proves the 
Reward of “CHICAGO” Quality 


Dealer 
Profits 
» At Stake 


f ~ Dealersare alert to 
Sa present demands. The 
public is naturally 
concerned about 
price, but they are 
not overlooking qual- 
ity. “‘CHICAGO”’ 
Roller Skates are less 
costly, based on three 
times longer service, 
than cheap unsatis- 
factory brands. 






eye “CHICAGOS” merit 
Your your support. , 
64 
Bank Account CHI CAGo” 
‘TRADE PUNE REG US. fas OFF. 
Ringing your cash register Roller Skates 


may sound good, but the 
profits on “CHICAGO” Roller 
Skate sales will help build 
your bank account. That 
counts more than the ring. 
Check your stock now! Order 
“CHICAGOS.” Our New Deal 
will interest you. 


CHICAGO ROLLER SKATE CO. 


Roller Skates with Records for Over 27 Years 
4456 West Lake Street CHICAGO, ILL. — -icyjcani®, Patented 


SALES OFFICES gives 3 times longer 
HENRY KEIDEL & CO., THE OLDHAM CO., wear—-Note 
31 So. Calvert St. 38 Murray St. DOUBLE-TREAD 
Baltimore New York construction 
FRANK J. SHEERIN > GUARANTEED not to 
ALDEN GLAZE & CO., york Rd. & Washington fall apart. 
121 Second St., Lane “Triple-Ware” in 
San Francisco Jenkintown, Pa. every pair. 























The New Wrapping Sells Them 





American King Hammer, Hatchet and Axe Handles are 
selling faster than ever, because the hand shaven, air- 
dried hickory quality is unbeatable and the new transpar- 
ent display envelope presents them in a clean and invit- 
ing manner. 

Write for. prices 


AMERICAN HANDLE COMPANY 


Jonesboro, Arkansas 








THE NEW 
FAST SELLING 


PACKAGED NAILS 


a | weighing—no loss in selling as 

bulk nails, your customers 
get more and better nails to the 
pound. No scales, paper bags, or 
twine needed. Clean and to 
handle. The convenient way to 
handle nails for you and your cus- 
tomers. 





Handsome Ren gy Be stand provided for dealer. Holds 

assortmen: Ib. cartons. Ors smal) 
spa hay a rapid tarn- 
over. farther information, write direct to 


NORTHWESTERN BARB WIRE CO. 
STERLING Since 1879 ILLINOIS 
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They look 
for the 


“Rooster” 


The brightly col- 
ored rooster trade- 
mark in every bale 
of Superior Brand 
Hexagonal Netting 
is recognized as the 
sign of the highest 
quality product that 
costs no more. 


Copper Bearing 
Steel 


At Your Jobber 


G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 


SUPERIOR 
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Electric Iron in 
Chrome or Nickel 


Finish, offered by 
the J. D. Harold Co., 
div., the Empire Plow 
Co., 3140 E. 65th St., 
Cleveland, Ohio. 
Weight, 6 lb. Ni- 
chrome element pro- 1 MO 
tected by completely embedding in refractory cement. Han- 
dles in attractive mahogany. Operates at 550 watts, 110 volts, 
A.C. or D.C. Packed one to carton. Has long tapered point 
and beveled edge. The maker states that the insulation used 
is a heat conductor, permitting rapid flow of heat to entire 
iron. Has heel rest. Element easily replaced. 








George Washington 
Statue Bank 


Is a replica of the bust by 
Houdon. In addition to its use 
as a coin bank it may be used, 
as shown in the illustration, as 
a book end. Offered as part of 
the silver anniversary celebra- 
tion of the Durable Toy & 
Novelty Corp., 215 4th Ave., 
New York City. 








Improved Quality Line of Tacks 

Offered by the Holland Mfg. Co., Baltimore, Md., has blued 
finish, said to closely approach the highly blued finish obtained 
on gun barrels. New manufacturing process is said by the 





maker to greatly improve appearance and rust-resisting and 
corrosion resistance qualities of line. Each item in the com- 
pany’s full line of tacks is treated with this bluing process. 
Twelve attractively colored papers of tacks in blue and white 
carton shown. 


Union Fork & Hoe 
Offers New Trowels 
Shank nurserymen’s 

trowels, have forged 
blades, one-half 
polished, and. forged 
shanks, with sharp 
offset in shank to give perfect hang and balance, says the 
Union Fork & Hoe Co., Columbus, Ohio. Blades heavy and 
shaped to meet requirements of nurseryman and gardener. 
For distributing fertilizer in flower beds and handling loose 
dirt when potting plants. Four blade sizes; NT5, 3 in. width, 
5 in. depth, NT6, 3 in. width, 6 in. depth, NT7, 31% in. width, 
7 in. depth and NT8, 334 in. width, 8 in. depth. Using 5 in. 
handle. Packed in cartons of 12. Flat transplanting trowel 
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TTF for working in rock gardens. The maker states that 
flat blade will wiggle in anywhere and that the trowel makes 
a fine dibble. Forged from high grade steel with edges sharp- 
ened all around. Blade width, 1% in., depth, 614 in. with 
6 in. handle. Dealer cost, per dozen, NT5, $4.67, NT6, $4.87, 
NT7, $5.33, NT8, $6.00 and TTF, $4.00. Suggested retail 
selling prices, 60c. to 85c., shank nurserymen’s trowels, TTF, 
50c. 





Sheffield Offers Three New Items 


Sheffield China and Household Cement is transparent, odor- 
less, waterproof and of unusual adhesive qualities, says Shef- 
field Bronze Powder & Stencil Co., Cleveland, Ohio. Put up 
in l-oz. bottles, listing at 15c. One dozen, attached to color- 
ful counter display card. Sheffield offers an assortment of 
painter’s size pure oil colors, in tubes, listing at 20c. each, 
in 16 of the most popular colors, all ground in pure linseed 








oil. With each dealer assortment of 16 different colors, 3 
tubes of each, an attractive all-metal display and storage 
merchandiser is given. Sheffield Liquid Porcelain is for filling 
and cementing chipped or broken tile and porcelain topped 
sinks, refrigerators, faucets, tubs, stoves, etc. One dozen 
l-oz. bottles on attractive self-serving counter display card. 
Applicator brush with each bottle. 





Gibbs Toy Service Station 


Is strongly made of metal lithographed in natural colors. 
Has two attractive pumps, of modern appearance, equipped 
with rubber hose and dials that register from one to ten 
gallons. Stations made to accommodate toy buses, trucks 
and autos. Suggested retail selling price, $1.00. The Gibbs 
Mfg. Co., Canton, Ohio. 





Myco-Gloss 
Liquid Wax 


Is quick-drying and self-polishing, says 
Massury-Young Co., Charlestown, Mass. 
For use on rubber tile, linoleum, asphalt 
and wood floors. It is a water solution 
of Carnauba wax, and gives a hard fin- 
ish without hard work, enabling it to 
wear well, says the maker. A quart is 
said to be sufficient to cover 600 sq. ft. 
Suggested retail selling price, pint, 75c.; quart, $1.25, and 
gallon, $4.00. Will dry to a lustre in 20 minutes without 
buffing, says the maker. 





HARDWARE AGE 




















The 
dt LINE 


There is a wide field for the 
use of products such as manu- 
factured by Stewart. 

You, as a hardware man, are 
the logical one to supply the 
demand for Fence, Gates, Win- 
dow Guards, Folding Gates, 
Balcony Railing, etc. 

Let Stewart be your source 
of supply for any of the items 
shown at the right. Equip 
yourself with our selling litera- 
ture and be ready to convert 
that “next” inquiry into a 
profitable order. 

Write today stating products 
in which you are particularly 
interested. 


The STEWART IRON WORKS CO., Inc: 
814 Stewart Block 
Cincinnati, Ohio 








~-(CHICAGO)— 
‘SPRING HINGES 
New “Sagless”’ Spring Pivot-Hinge 








Type 4007 


Exterior Tension Adjustment 


An improved hinge for the gates in modern buildings 
and for replacing obsolete equipment in buildings to be 
made modern. 


The exterior tension adjustment permits regulating the 
spring power, after the gate has been hung, to suit 
different sizes and weights of gates or individual 
preferences. 


Chicago Spring Hinge Company, 
CHICAGO NEW YORK 
U.S. A. 
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AN TATE L ee, 


KIMBALL 
ELEVATORS 


Rugged, compact 
and efficient, these 
light Electrics 
come with frames 
sawed, drilled and 
fitted ready to in- 
stall—low initial 
cost and low up- 
keep. 











Tell us the task 
you wish it to 
perform and we 
will give data 
on machine you 
require. 


KIMBALL ELEVATORS 
KIMBALL BROS. CO. 


1205-19 Ninth St. Council Bluffs, Ia. 


5AA 
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SALES 
increase with this 
N IEW 
TACK PACKAGE 


HE day of the dingy black package 
] for tacks has passed—torn flaps 

and half empty papers are elimi 
nated. Attractive, snappy colored tack 
packages are convincing more hardware 
dealers every day that sales can be 
increased in this old familiar hardware 


A item. 
4 These new tack packages cost no more 
than plain black boxes. and tack profits 
q increase with increased sales 


Write today for free sample box. 











A dependable source of supply for a 
complete line of tacks, nails, staples, 
rivets and glazier points. 
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They Will Build Confidence 


(Continued from page 38) 


drawn up and based on the the- 
ory that merchandise, for this 
purpose, is classified into the 
three succeeding groups: 


Markdowns 


1. When any previous price is 
used on marked down merchan- 
dise, the last previous price at 
which the merchandise was 
marked should be used. 

2. lf the merchandise has been 
marked down more than once, 
the extra markdown prices, if de- 
sired, may be included, but the 
last price at which the merchan- 
dise was marked should always 
be used, e. g.— ‘Originally $25, 
formerly $20, now $15.” 

(a) “Former Price” or “For- 
merly” shall refer to the last 
price in effect immediately be- 
fore the sale. 

(b) “Originally” and “Orig- 
inal Price” shall mean the first 
price at which the merchandise 
was marked in the advertiser’s 
store during the current season. 


Temporary Reduction 


1. “Our Regular Price” or 
“Regularly” shall refer to the 
price at which the merchandise 
sells regularly in the adver- 
tiser’s store previous to the sale, 
and the price to which the mer- 
chandise reverts following the 
sale. 

2. The association is of the 
opinion that public confidence in 
advertising will increase if ad- 
vertisers clearly show the use of 
comparative prices is confined to 
conditions in their own store, e. 
g.—“Our regular price.” 


Special Purchases 


1. Merchandise purchased at a 
special price concession and of- 
fered to the public at a price 
concession should be described 
as “Special Price” or “Special 
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Purchase at Price Concession.’ 
If a price comparison is used, 
the term “Usually” or “Usual 
Grade” should be used to de- 
scribe the comparative price, e.g. 
—‘Usually $5.00, now $4.50.” 
The comparative price used must, 
of course, be based on the price 
similar merchandise is selling 
for in other local stores. 

2. When merchandise is pur- 
chased and sold at a price lower 
than similar merchandise which 
has been selling in your store, it 
is permissible to refer to the com- 





parative price as follows: “Simi- 
lar merchandise has sold in our 





99 
. 


store at 

To acquaint the public with 
the purpose of ordinance and to 
emphasize that it protects the in- 
terests of consumers as well as 
dealers, the Merchants’ Associa- 
tion ran two full page ads in 
Miami papers explaining the in- 
tent of the law and quoting the 
ordinance verbatim. Merchants 
in other cities who are sufficiently 
interested can no doubt obtain 
copies of the Miami Ordinance 
No. 956 from H. S. Thompson, 
secretary-treasurer of the Miami 
Retail Merchants’ Association, 


Miami, Fla. 


Useful local laws such as this Miami ordinance benefit the com- 
munity at large. Such measures should enjoy the support of 
all retailers. Miami is curbing fraudulent price advertising. 
Tokepa, Kans., is checking the “fly-by-night store,” Seattle, 
Wash., is protecting the public against fake “closing out sales.” 
The complete facts of the Topeka and -Seatile programs will 
appear in early issues of HARDWARE AGE. Watch for them. 





Windows and Ads Sell for King in Atlanta 


(Continued from page 42) 


course, part of the policy of the 
store. The hunting season is the 
motive of a very realistic dis- 
play. Mr. Braswell calls on his 
sportsmen friends in town for all 
manner of trophies—stuffed 
quail, deer head, bear skins, and 
places these with guns and shells, 
hunting clothes and boots against 
a background of autumn foliage. 

The same idea of timeliness is 
carried out in the football and 
baseball seasons, particularly the 
former. When Atlanta or Geor- 
gia-has a team of national im- 
portance, which has happened 
frequently, window displays are 
made to tie up with the events. 
The news idea is emphasized 
throughout. 

The company’s policy is like 
the department stores in another 
respect. It believes in liberal 


advertising, as liberal on special 
occasions as any of the depart- 
ment stores. Even an ordinary 
window display is backed up 
with a half page display adver- 
tisement in each of two local 
papers, and a quarter page in the 
third newspaper. 

No other advertising is used. 
The company doesn’t go into any 
other local publications, such as 
programs, church bulletins or 
civic sheets. It advertises lav- 
ishly, but demands real circula- 
tion. 

All window displays in the 
main store are duplicated in the 
best branch outlets, all getting 
the benefit of the advertising. 
Otherwise each store displays ac- 
cording to the demands of its en- 
vironment, some showing staple 
articles only. 
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SCREEN WIRE CLOTH 
POULTRY NETTING 
GALVANIZED 
HARDWARE CLOTH 
BRADS AND NAILS 














HER 
CORTLAND, N. Y 











Most imitated nozzle on 
Pape the market—that’s the 
> BOSTON) Boston Nozzle. Never 
NOZZLE 


Fastest seller anywhere. 
Each nozzle packed in 
separate carton. 12 car- 
» tons in full color 
lithographed dibs- 


BOSTON NOZZLE 
PERFECT SPRAY NOZZLE 


IN WOVEN HOSE & RUBBER ( 





NOZZLE 
BOSTON WOVEN HOSE & RUBBER CO., Cambridge, Mass. 


PROFITS 


Waiting for you 


Display one or two of our 
new small Counter Displays of 


Moore 
Push-Pins 


Push-less Hangers 
and sales will follow. 
Hold one Dozen Packets 
each. 
Ask your Jobber for Style ‘‘C’’ Displays. 
MOORE PUSH-PIN CO., Philadelphia, Pa. 








* PUSH-LESS 
HANGERS 


TO HANG UP THINGS 
HOLDS ze POUNDS Li 
















SERVICE QUALITY 
ACCURACY 


Buffalo Bolts . . . the reliable 
bolts that have served indus- 
try for three generations are 
available in attractive cartons 
with easy-to-read labels. 


BUFFALO BOLT CO. 


North Tonawanda New York 
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Glass Cutters 


are 
the BEST 


LANDON P. SMITH, Inc., IRVINGTON,N.4J. 











HAVE YOU SEEN THE NEW 
10 Ounce Peerless Handcuff? 


on the market MARCH Ist 


weicut 10 ounces 





YOUR POLICE DEPARTMENT WILL - INTERESTED. 
PEERLESS HANDCUFF COMPANY 
Springfield, Mass. 


Pacific Coast Representatives: 
McDonald & Linforth, Call Building, San Francisco, Cal. 
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Try the new and improved 
USHCO Lawson Wrench! 
It out-performs any other 
wrench on the market. Its 
patented principle and the 
angle handle make it defi- 
nitely a better wrench. 


U.S. HAME COMPANY | 
BUFFALO, N.Y. 


Out folder gives the details and specifications on these 
wrenches. It is Free. Write for it now. 











— a 
(Illustration of Swinging Top Feeder) 


extraordinary initial demand for this new Red 
with sliding compartment, indi- 
cates its immediate acceptance by the poultryman. Be 
sure your stock of poultry equipment contains an ample 
supply of this item to meet demand. Remember, all sizes, 
except the 12-inch feeder, are equipped with the new 
sliding partition. If you do not have a copy of our new 


The 
Swing Top chick feeder, 


1932 catalog, write for it today. 


HWoEFT & COMPANY 


2305 Davis Street 





North Chicago, Ill, 








SS 


Seto 
ee ae 8 8 
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Vera Cruz, Mexico: With refer- 
ence to your interesting section under 
the name of “Who Makes It,” you 
will greatly oblige us by letting us 
know, at your earliest convenience, 
the name and address of the manu- 
facturers of Copper Queen rubber 
belting.—Isidoro De Ochoa Y Cia. 


ANSWER: Pioneer Rubber Mills, 
345 Sacramento St., San Francisco, 
Cal. 

CHATHAM, Ont., Canapa: Who 
makes a flour sifter called Sift Chine, 
also a wooden bowl with chopper 
marked Hatchinette of France?— 
Wanless Hardware, Ltd. 

ANSWER: (1) Meets-A-Need Mfg. 
Co., Seattle, Wash.; (2) G. M. Thur- 
nauer Co., Inc., 6 E. 20th St., New 
York, N. Y. 

* * * 

Fatt River, Mass.: Provide ad- 
dress of the Yardboy Incinerator Co. 
whose former address was 1] E. 
Huron St., Chicago, Ill.—Sanford 
Hardware Co. 

ANSWER: The Malleable Steel 
Range Mfg. Co., South Bend, Ind., 
is the successor to the above men- 
tioned firm. 

Jersey City, N. J.: Who makes 
the Little Cut Up hand saw?—John 
A. Lancaster. 

ANSWER: Beebe Bros., 3223 1st 
Ave. So., Seattle. Wash. 


* * * 


ABILENE, Kan.: Where can repairs 
for a shotgun made by the Massa- 
chusetts Arms Co. be obtained ?— 
Western Retail Implement and Hard- 
ware Assn. 

ANSWER: Shotguns so marked 
are distributed under this private 
brand by the Blish, Mize & Silliman 
Hardware Co., Atchison, Kan. 

* * * 

Port Jervis, N. Y.: Who makes 
embossed tin to represent a cane 
seat ?—-Isaac Sargent. 

ANSWER: Metalace Corp., 60 K 
St., Boston, Mass. 

* * ¥ 

OsukosH, Wis.: Who makes the 
Betz automatic sanitary waste pail? 
—Stillman Hardware Co. 
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Who 
MAKES 
It 
2 


Information regarding 
sources of supply as pro- 
vided readers of Hardware 
Age by its Buyer’s Catalog 
Department is here pre- 
sented as an aid to others 
in the trade who may be 
seeking the same articles. 
The inquiries reproduced 
have been selected because 
of their general interest to 
hardware merchants and 
buyers. 


ANSWER: Frank S. Betz Co., 
Hammond, Ind. 


* * * 


Cuicaco, ILt.: Furnish names and 
addresses of several manufacturers 





CORRECTIONS 


In the “Who Makes It?” 
columns appearing in the 
issue of March 17, it was in- 
correctly stated that the Tom 
Thumb line of paints in 
small cans to retail at 10c 
and 15c per can was/ made by 
the Continental Products Co., 
Euclid, Ohio. To rectify the 
error we wish to state that 
the Armstrong Paint & Var- 
nish Works, 1318-42 South 
Kilbourn Ave., Chicago, IIl., 
is the manufacturer of the 
line mentioned. < 


In the March 24 issue a 
mistake was made in furnish- 
ing the names and addresses 
of the manufacturers of 
Woolsey’s and New Jersey 
copper paints. Woolsey’s 
copper paint is made and dis- 
tributed exclusively by the 
C. A. Woolsey Paint & Color 
Co., 500 Grand St, Jersey 
City, N. J., while New Jersey 
copper paint is manufactured 
and distributed exclusively 
by the New Jersey Paint Co., 
Harry Louderbough, Inc., 
as Wayne St., Jersey City, 














of casket handles——Penn Hardware 


Co. 


ANSWER: Bridgeport Caskei 
Hardware Co., Bridgeport, Conn.; 
Victor Casket Hardware Co., Gales- 
burg, Ill.; McClelland Casket Hard- 
ware Co., Richmond, Ind.; Stephen- 
son Mfg. Co., 230 E. Tutt St., South 
Bend, Ind.; Rogers Silver Co., West- 
field, Mass.; Detroit Casket Co., 1401 © 
Ash St., Detroit, Mich.; Owosso 
Casket Co., Owosso, Mich.; Himmel- 
berger-Harrison Mfg. Co., Cape 
Girardeau, Mo., and Philadelphia 
Mfg. Co., Howard & Montgomery 
Ave., Philadelphia, Pa. 


* * * 


Witmincton, DEL.: Who makes a 
plate glass window ventilator hav- 
ing a window shield made in three 
sections?—Hance Hardware Co. 


ANSWER: Jerome Glass Co., 189 
N. La Salle St., Chicago, II. 


* * * 


Woopsrince, N. J.: Where can we 
purchase the following items: (1) 
An electric hair cutter; (2) An elec- 
tric coffee roaster; (3) The Ateco 
cookie maker? (4) Also furnish ad- 
dress of the Delta Electric Co.—Ser- 


vice Hardware Co. 


ANSWER: (1) Complete list of 
manufacturers, as published in the 
Hardware Age Catalog for Hardware 
Buyers, was provided. (2) A. J. 
Deer Co., Ine., Hornell, N. Y. (3) 
August Thomsen Co., 490 Woodward 
Ave., Brooklyn, N. Y. (4) Delta 
Electric Co., Marion, Ind. 


* * * 


Monterey, Minn.: Where can we 
obtain prices on Simplex brooder 
stoves ?—Peterson & Anderson. 


ANSWER: Simplex Brooder Stove 
Co., 216 Ellsworth Ave. S. W., 
Grand Rapids, Mich. 


* * * 


New Lexincton, Onto: Who 
makes an instrument for home use 
which will show the moisture content 
of the atmosphere?—The Newlon- 
Foraker Co. 


ANSWER: Taylor Instrument Co., 
Rochester, N. Y. 
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Famous Hill Champion Clothes Dryers 


Hill Clothes Dryers have been known for over 45 years. More than 
a million housewives have found them most satisfactory. An out- 
standing seller in the big Hill line is the Hill Champion. Can be 
used on level ground or hillside. No concrete needed. Base easily 
set. Reel locks on post automatically. Revolving arms enable 
housewife to hang entire wash without stepping out of her tracks. 
Wood parts thoroughly painted. Metal parts rust-proof. Strung 
with best cotton line, 3 sizes to hold 100, 115 and 150 ft. of line. 
Good profit. Send for folder and prices. Lightest and strongest 
made. Also manufacturers of Atlas, Spartan and Balcony Dryers. 


HILL CLOTHES DRYER CO., Inc., 40 Central St., Worcester, Mass. 


N. Y. Distribution: Herman Kornahrens, Inc., 111 Murray St. Ne. Thame! Serer te 
Tighten. No Ratchets. 
































A The Mark of fii Siem Met: 
BW Sound Shovel Buying 




















Dealers featuring the A-B-W line are placin . 

themselves in the best possible position pees Outstanding Products 

ing the profitable Spring shovel business. The S. S. President Coolidge and Columbian Rope with which 

When you offer such brands as Genuine O. Ames, she is equipped, are recognized as the last word in construc- 

Red Edge, Monongah, Carter Knoxall, Bronco, Gans tn hele csiasianes fields 

Pony, etc.—it isn’t necessary to explain how good siete ‘ 

they are. Columbian Tape-Marked Rope leads because it is completely 

Guaranteed, thoroughly waterproofed and contains successful 
AMES-BALDWIN-WYOMING SHOVEL CO. improvements on every feature necessary to modern rope. 
General Offices: Parkersburg, W. Va. Ask for Columbian. 
A Handsome Shovel-Rack with an Order for Two Dozen COLUMBIAN ROPE COMPANY, Auburn “The Cordage City", N. Y. 











COLUMBI AN Tape-Marked Pure Manila ROPE 


REVOLVERS 
SHOTGUNS 








DIAMALLOY 

















: MADE IN \ 
Bin OROP.FORGED -BHAMA LEB Y STEEL usin } 











Oo Third The new Diamalloy Featherweight Adjustable 
ne- Wrench is twice as strong yet a third thinner 
THINNER than the standard pattern. Made of newly de- 
veloped alloy steel of remarkable strength. 
Fits where other wrenches will not. Withstands Send for catalog 


STRONGER a without damage. Write for 

information, 7 : 

DIAMOND CALK HORSESHOE Co. Harrington & Richardson Arms Company 
4622 Grand Avenue, Duluth, Minnesota Worcester, Mass., U. S. A. 


NICHOLSON FILES 


; sell to a market only limited to 
Phas ym holi of the number of human hands. 


























Your jobber carries a com- 
plete stock of Nicholson Files 


, \ y pe . 2 ; 
Ds quality in ¢ hain 


tothe 





There is an ACCO Chain for every NICHOLSON FILE COMPANY 
industrial, farm and home _ purpose 
—in bulk or made into specialties, Providence, R.1., U.S.A. 
Concentrate on this profitable quality 
line. Made by the world’s largest man- 
) ufacturer of welded and weldless chain. Cols, 


AMERICAN CHAIN CO., Inc. \ 2) 
Bridgeport, Conn. > Gen t 


Makers of the Famous Weed Tire arabe wae 


--A FILE FOR EVERY PURPOSE 








APRIL 14, 1932 67 











CLASSIFIED ADVERTISING 


Accounts Wanted” 





minimum fifty cents per in- 











Use the “Classified Opportunities Section” to Reach Hardware Manufacturers 


Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


THE FOLLOWING RATES 
RATES apply to “Business Opportunities,” ‘Sales 1 ine 


tives Wanted” advertisements. 





Positions Wanted and Help Set Solid, Minimum of 5 lines....... $3.00 : 2 
* not apply on Position Wanted or Help 
Wanted advertisements at Spe- Mess leaps line. : se reesswee -60 Wanted Advertisements. 
apitals, inimum of 5 lines.... 4.00 - 4 
i HARDWARE AGE is published each Thursday. 
cial Rate of one cent a word, Sesh ARNO Mab. .5sse+.0+0. 80 Seotus dhaas’ Mis Mee etka oc Gee 8 
Average 10 words to a line publication. 


= Allow One Line for Keyed Address 
sertion. ° 
Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., will not be reforwarded 


BOXED DISPLAY RATES 
Koch afditions! inch.............. 400 
Discounts for Classified Advertising 
4 insertions, 10% off, 8 insertions, 15% off. 
Due to the special rate, these discounts do 


“Sales Representa- 











Address your advertisements and replies to 
HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City 

















HELP WANTED 


BUSINESS OPPORTUNITIES 





ACTIVE SALESMAN WANTED with established following among 
Hardware and Paint Stores to handle the famous Tom Thumb 10c and 
25c line of Paints and Enamels. Address TOM THUMB LABORA- 
TORIES, 72 Warren St., New York City. 





SALESMEN WANTED—A leading Metropolitan hardware jobber de- 
sires salesmen having a dealer following to travel in each of the following 
territories: Westchester, Upper New York City, Bronx, Northern New 
Jersey and Western New Jersey. Address Box J-754, care of HARDWARE 
AcE, New York City. 





POSITIONS WANTED 





RETAIL HARDWARE MAN with twenty years’ experience in both 
retail and wholesale hardware business, sporting goods, paint and household 
supplies. Forty years of age, sober and industrious. Capable of taking 
charge and handling men. an furnish first class references. Free to go 
anywhere. Middle West or South preferred. Address Box J-603, care 
of Harpware Acz, New York City. 





POSITION WANTED—Young man with very thorough training in 
wholesale, retail business. Past eight years selling. in retail hardware, 
housefurnishing and paint stores. Experienced with windows, displays, 
keys and lock repairs. Pricing, care of stock, etc. Reasonable salary ex- 
pected, Christian, age 35, single. References furnished. New York and 
vicinity preferred. Address Box J-742, care of Harpware AGE, New York 


City. 





HARDWARE MAN, age 31, married, free to go anywhere in mid-west. 
Have had five years’ experience, two years as clerk and three years as 
manager of large store. Also have had six years in paint and glass busi- 
ness. Also all-around glazier. Address Box J-746, care of HARDWARE 
Ace, New York City. 





POSITION WANTED—Young man, 30 years of age, with 12 years 
hardware, housefurnishing and sporting goods experience, desires position 
as floor salesman with reputable firm, salary moderate, will consider 
traveling, willing to go any part of United States, have experience in retail 
as well as wholesale, can furnish best of references. Address Box J-743, 
care of Harpware Ace, New York City. 





POSITION WANTED—Young Hardware Display Man, single. 24 years 
of age, desires connection with reputable retail hardware firm. Thoroughly 
experienced window trimmer, store display man and card writer. Under- 
stands modern methods of merchandising. Can furnish first-class refer- 
ences. Salary secondary to opportunity. Middle West preferred. Address 
Box J-750, care of Harpware Ace, New York City. 





_ POSITION WANTED—Young man, age 26, having 5 years’ experience 
in wholesale hardware and housefurnishing business. Trained in all de- 
partments. Full charge stock room and receiving departments, also assis- 
tant buyer. References furnished. Moderate salary. Prefer Metropolitan 
district. Address Box J-752, care of Harpware AGE, New York City. 





MAN WITH SEVERAL YEARS ROAD EXPERIENCE wishes to 
secure quality line of merchandise, made by responsible people for whole- 
sale and retail trade. Any territory considered. Bank and personal refer- 
ences furnished. Address Box J-747, care of Harpware AcE, New York 

ity. 





EXPERIENCED HARDWARE MAN living in_Virginia would like to 
make a connection with a good hardware firm. Have had twenty years’ 
experience buying and selling hardware, paint and snorting goods. Several 
years selling to the trade in Virginia and North Carolina. Address Box 
J-748, care of Harpware Acz, New York City. 





YOUNG MAN—High School graduate, six years’ experience in builders’ 
hardware, plumbing and electrical supplies. wishes connection with manu- 
facturer or general hardware store in growing town. Capable and willing, 
A-1 references. Address Mr. S. Spondry, 80 Blake Avenue, Brooklyn, N.Y. 





: SALESMAN—Open for proposition to represent manufacturer or jobber 

in Metropolitan district or nearby. Fifteen years’ experience. Can fur- 

al — Address Box J-749, care of Harpware Ace, New 
0 ity. 
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FOR SALE: Old established business manufacturing sheet metal stamp- 
ings and sheet metal products, also hardware and woodenware specialities. 
Well equipped one story factory with over twenty thousand feet of floor 
space, private siding, electric power, sprinkler system, etc. Desirable labor 
conditions. Four railroads giving first class shipping facilities. Over 
$100,000.00 business already lined up for the current year. Ample land for 
expansion. Address Box J-751, care of HarpwarE AcE, New York City. 





UNUSUAL OPPORTUNITY for acquiring a store and basement in 
New York City in a modern building 50 x 100; 100% sprinklered; at 
greatly reduced rental; low insurance rate; downtown section on one-way 
street; convenient to Holland Tunnel and all subway stations. Choice loca- 
tion, suitable for a Hardware Warehouse and Salesroom, with large Display 
Windows; approximate area 10,000 square feet; Sidewalk Electric Elevator. 
Tmmediate possession. Address U. B. M., 116-118 Wooster St., New York 


City. 





LIFETIME OPPORTUNITY—Hardware store established many years 
—on account of old age in liquidator’s hands—can be bought at a great 
sacrifice. Address 306-308 3rd Avenue, near 23rd St., New York City. 
Tel. GRamercy 5-0005. " 





FOR SALE—Old Established Hardware Store and Carpenter Shop car- 
rying full line of Hardware, Paints, etc. Reason for selling, poor health. 
Address Box J-757, care of Harpware AGE, New York City. 





SALES REPRESENTATIVES WANTED 





SALESMEN WANTED with established retail cutlery, hardware, drug 
and department store trade, to carry side line of highest quality razor 
blades. Straight commission basis. Full credit on repeat business. State 
age, experience, companies represented and actual territory covered. Only 
those whose reputation can be thoroughly examined need apply. Address 
A. HIDDE, P. O. Box 647, C. H. Station, New York City. 





SALESMEN WANTED with established builders hardware _ trade. 
Splendid opportunity for right men. Straight commission with full credit 
for repeat business. State experience, companies represented and territory 
covered. Address Box J-756, care of HARDWARE AGE, New York City. 





SALESMEN WANTED: _To sell, as a side line, on_a commission basis, 
the well-known line of ARLINE STEEL RULES. Liberal commissions 
aid. Answer giving particulars of territory covered and lines carried. 

irsh & Kirsh, Inc., 167 Madison Ave., New York City. 





ROPE SALESMEN wanted for New Jersey, Delaware, Pennsylvania, 
New York, Michigan, Indiana. Sideline 5% commission. Address UNITED 
FIBRE COMPANY, 82 South Street, New York City. 





SALES ACCOUNTS WANTED 








NATIONAL HOUSE-TO-HOUSE SELLING ORGANIZATION will 
consider new household appliance for marketing. Should retail for $5.00 
up and have prospective sale in every home. Give full details. Address 
Box J-755, care of Harpware AGe, New York City. 





SALESMAN calling on hardware and general merchandise stores in 
Oklahoma wants manufacturers lines on commission basis. Intelligent sales 
effort given. Address Box J-753, care of HarpwarE AGE, New York City. 





WE NEED one more good line for Hardware and Electric Jobbing and 
Retail Trade for the Eastern Seaboard. Now representing one of the larg- 
est manufacturers of Electric Fans and Ventilators in the country. Wi 
acquaintance with Electric, Hardware and Department Store trade. Ad- 
dress JOHN E. McCRADY, 2 East 23rd Street, New York City. 





MANUFACTURERS’ REPRESENTATIVE with established trade, 
wishes additional line for reliable factory for Chicago and Milwaukee terri- 
tory, going to Jobbers, Department and Chain stores, large Hardware and 
Housefurnishing stores. Will also consider first class imported line. Ad- 
dress Box J-731, care of HArpware Acze, New York City. 
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INDEX TO ADVERTISERS 
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Some of the products made by 
™ATLAS TACK 


CORPORATION 
FAIRHAVEN, MASSACHUSETTS 


HERES THE MARKET 
for rubber tips and humperz 


ne RIE ge 






ATLAS QUALITY HAS BEEN STANDARD SINCE 1810 
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Every home, school-house, hospital, library, hotel and municipal building in your 
community is a potential prospect for these fast selling replacement items. They have 
thousands of uses on chairs, doors, desks, walls and furniture for the elimination of 
noise and the prevention of scratches. 

Check up on this enormous market, and order your requirements from your wholesaler 
or direct. 

Send For Catalogue No. 50 
Complete specifications and prices on our full line of rubber tips and bumpers. 


Rubber Head Nails 
Carefully molded of unusually durable 
rubber these nails offer good protection 
wherever inexpensive rubber bumpers are 
required. Six stock sizes. 
Elastic Stem Tips 
g A tip made entirely of rubber. Used 


for protecting desk top equipment 
from scratching, on desk covers, closet 
The ELASTIC TIP COMPANY 
BOSTON 370 ATLANTIC AVE. MASSACHUSETTS 





seats, and in several larger sizes for 
chair legs. Inserted without the use 
of glue, screws or nails. 


Slotted Screw Tips 
Manufactured to fill the popular de- 
mand for a lower priced bumper to 
be used on door stops, furniture and 
closet seats, and hundreds of other 
places where bumpers are required. 
Supplied in several sizes. 





MUNICIDAL BUILDINGS 
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Replace it 
with .. A 


KIMBALL 
ELEVATOR 


Is your elevator old 
and shaky? Why not re- 
place it with a Kimball 
machine—They are com- 
pact, powerful and safe— 
Tell us the job it has to do 
and let us submit prices and 
data on machine to do it. 








What areyour requirements? 
We have an Engineering 
Dept. to aid you. Write us! mt 


KIMBALL BROS. CO. 


1205-19 Ninth St. 
Council Bluffs, la. 6AA 


























FF: Profit with 


€ UALITY / 7+ 
3 Product 
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EARL Me Cc GC Gi 


ORE Core an aS B 
LOOK FOR THE “GaB” LABEL -- YOUR PROTECTION AGAINST SUBSTITUTION 


Galvanized ~ 4 


LIGHT 
and 14-16-18 Mesh 
Cloth 
Weaving 14-16 Mesh 


to the soundness of our adherence to the standards of QUALITY 
and SERVICE which have established the name of “G & B” as a guaranty of dependability — 


The Gilbert & Bennett Mfg. Co. 


Established 1818 - America’s Oldest Woven Wire Factory-Manufacturers 


WIRE CLOTH, NETTING and FENCING 


Galvanized Steel Wire Cloth in all Meshes and Gauges 
Georgetown, Conn. Chicago Kansas City, Mo. 


PREFERENCE (te cxeor sy experienced buyers everywhere, and the iacessing amber 





New York City 





HARDWARE AGE 
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HE most talked-about refrigerator today. 
That’s Westinghouse! First came announce- 
ment of the famous Dual-automatic Refrig- 
erator. Thousands called at showrooms. Dealers’ 
sales and profits zoomed! 

Now comes another sensational announce- 
ment. Four amazing new features. All-Steel 
Cabinets! Electric-Lighted Interiors! Easy Roll- 
ing Shelves! Built-in Crisping Pans! 

Westinghouse is setting the pace for all 
refrigerators in 1932 .. . in product and in dealer 
cooperation. Compelling advertising . . . effective 
merchandising plans . . . promotion material of 
all kinds is being rushed to dealers in endless 
number. That’s why the Westinghouse Refrig- 
erator is easier to sell than ever before. That’s 
why Westinghouse dealers are finding their 
franchise increasingly profitable! 

You, too, can share in these profits . . . can tell 
the same convincing story . . . when you enlist 
as a Westinghouse dealer. Write, wire or tele- 
phone for complete franchise details . . . today! 


WESTINGHOUSE ELECTRIC & MANUFACTURING COMPANY 


Refrigeration Division Mansfield, Ohio 


APRIL 14, 1932 
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THIS COUPON BRINGS FACTS 
THAT YOU SHOULD KNOW! 


Westinghouse Electric & Mfg. Co., 
Mansfield, Ohio. (H.A.4-14-32) 

Please give me full particulars 
about extra profit from Westing- 
house Dual-automatic Refrigerators. 
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Furnace to every prospect because the 

seven sizes in this one style enable you to 
meet every heater requirement. All sizes are 
built upon the scientific standard of basement 
furnace heating capacities—each a modernly * 
beautiful, porcelain enamel cabinet—finished in 
burl walnut with two-tone maple trim. 


Sr the Washington HOT-BLAST Super- 


To speed your heater sales—to cut inventory 
losses—to increase profits and greatly add to 
customers’ satisfaction—adopt this new and 
better heater idea. Write today. 


SETS NEW STANDARDS IN 
HEATING CAPACITIES 


The New Down Draft HOT- _ 
BLAST burns all the smoke é 
and soot. Washington HOT- 
BLAST Super-Furnaces are 
designed on the furnace 

ratio of a radiation area of 
twenty times the grate 

area. Compare Washing- 

ton HOT-BLAST Super- 
Furnaces with other heaters 

and you will find they have 

2 to 3 times greater radia- 


ting surfaces. “WORTHY OF THE NAME” 
G R A Y & D U D L E Y c O M PA N Y Washington HOT-BLAST Super-Furnaces are also made 


Established 1862 NASHVILLE, TENNESSEE in 3 sizes for burning wood and 3 sizes for gas. 


GENERAL 


WASHINGTON 
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SUPER: FURNACE 
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